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Introduction and Strategy Recap 
Andrew Rashbass 
Chief Executive Officer 
Welcome 


Good afternoon everyone. Welcome to everyone in the room here and to everyone joining us 
live streaming, and anyone who subsequently joins us on demand. Welcome to a capital 
markets afternoon with Euromoney. We know most of you, I hope. Wendy and I often come 
out and see you and you come to see us but today we are going to be reasonably quiet. We, 
like you, are going to have the pleasure of listening to some of our colleagues talking about 
the business, so we will hear it from the experts today, as opposed to Wendy and me. 


Agenda 


So, we are going to show you three businesses today, or three groups of businesses. The 
first is our Investment Research Division. Then we are going to take you through a business 
we bought recently called BoardEx and then, after the break, we are going to talk about 
Fastmarkets. Then Wendy will conclude with the investment proposition, which I hope most 
of you already know. 


So, let me do my usual strategy recap slides. I see it as a virtue that I have been showing 
you these same slides now for some years. 


So, we are a global B2B information services business, providing price discovery, essential 
market intelligence and must-attend events to the markets we serve. 


Continued transition towards a 3.0 Business 


We see the development of information services businesses along this axis from a 1.0 model 
to a 3.0 model and this is the journey that Euromoney is on. 


You will hear today in all the presentations some aspects of 3.0. In the case of Fastmarkets 
and BoardEx, you will see a significant transition towards 3.0, and in the case of 
Investment Research you will see a strong 2.0 business making its steps towards a 3.0 
business. 


Quadrants 


This is again a slide I hope many of you will recognise. We make our decisions about 
strategy, we make our decisions about capital allocation according to this quadrant. On the 
Y-axis is that B2B 1.0, 2.0, 3.0 that we talked about, and then the cyclical nature of our 
customers' markets puts it into quadrants and effectively we try and allocate as much capital 
as we can, and focus on above the line and withdraw capital from below the line. That is 
broadly what we try and do. 


Pillars 


And the actions that you see in those quadrants come together in three pillars of activity: 
investing in the right things, having the right operating model that works in a 3.0 world and 
then actively managing the portfolio to recycle capital towards our best opportunities. 


Euromoney Capital Markets Day Wednesday, 17 July 2019 





H1 2019 Adjusted Revenue and Profit Matrix by Segment 


Now, this happens to be a slide from the half-year results that we reported recently. I use it 
to show that Euromoney is not as complicated as you might think. These are half-year 
numbers, and we are not very seasonal so to get the full-year numbers you roughly double it. 
But the reason why I show this slide is that of the £185 million of revenue we did in the first 
half, you can see that 90% of that is made up of three numbers: the Asset Management 
subscription and content number, the pricing data market intelligence subscription content 
number and the events number. 


Understanding Euromoney today and understanding the future of Euromoney is about 
understanding the relative dynamics of those three numbers. That is what we do and those 
of you who are looking to think about the future of Euromoney, it basically comes down to 
understanding those three numbers. 


What we are going to try and do today is show you the top two of those. We are going to 
take you through the Asset Management number, effectively, or the drivers of the Asset 
Management number. And we are going to take you through what is driving the growth in 
that Pricing, Data and Market Intelligence through the presentations of BoardEx and 
Fastmarkets, two examples that sit in that cell. 


Subscriptions Book of Business growth 


You can see that the dynamic is incredibly consistent. We call this book of business; the 
numbers I just showed you are revenue numbers. When somebody takes out a subscription, 
we get the money up front, we get the contract but we earn out the subscriptions into 
revenue one month at a time, even though we have the money up front. Book of business 
takes today's annualised value of all our contracts, adds it up and plots it over time. So that 
tells you what is likely to earn out over the next period, as opposed to the revenue tells you 
what is earning out over the previous period. 


Therefore, this is a forward indicator. But the purpose of my showing you this slide is just to 
show you the consistency. These are growth numbers so what looks flat is not flat; that says 
that there is consistent growth or in the case of Asset Management, a consistent direction of 
the Asset Management number. You can see therefore that the dynamic of our business 
comes down to, fundamentally, those two. And what we are going to try and do today is to 
take you beneath the headlines into the drivers of those two lines so that you can form your 
own opinions about what those two lines are going to do. You can imagine what our ambition 
is for those two lines but you can make your own judgements. 


Today's Presenters 


We are very keen that you hear from the people who run those businesses. You will be 
hearing from some others as well, but these are the four main presenters you are going to 
see today. Bashar runs the Investment Research Division, that is BCA Research and NDR. 
Bashar has been with us, actually, since we acquired the business as part of the Metal Bulletin 
acquisition. 


Chris Ciompi, who is going to be presenting with him, joined us more recently and is, I was 
going to say, a rising star; a risen star, I should say, in Euromoney, working as part of 
Bashar's team. 
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Jeff Davis joined Euromoney recently with the acquisition of BoardEx and The Deal but now 
runs one of our largest divisions and has quickly become an essential member of our senior 
team. 


Raju Daswani, who runs Fastmarkets, actually joined as part of the Metal Bulletin acquisition 
at the same time as Bashar and has been instrumental in driving the strategy of Fastmarkets 
that he is going to talk to you about a bit later. 


I hope that makes sense. I am going to hand over to Bashar to start talking about the 
Investment Research Division. That is that dynamic at the bottom; effectively a part of one 
of the three key numbers of Euromoney. Our Asset Management segment, as you know, 
consists of Bashar's businesses in Investment Research, BCA Research and NDR but also 
Institutional Investor that I think is very familiar to everyone in this room so we are not 
talking about that today. 


Bashar, over to you. 


Investment Research Division 


Bashar AL-Rehany 
CEO, Investment Research Division and CEO, BCA Research 
Chris Ciompi 
Chief Marketing Officer, Investment Research Division 


Bashar AL-Rehany: Thank you Andrew. Good afternoon. Today I shall be presenting with 
Chris Ciompi. Chris joined us as Chief Marketing Officer of our Investment Research Division 
about a year ago from Global X ETFs I am delighted to have Chris's skills and experience in 
the company and presenting with me today. 


We all know Asset Management is facing serious challenges and today Chris and I will speak 
to you about how we are dealing with those headwinds. It is no surprise that MiFID II and 
the shift from active to passive investing resulted in cost reductions to protect margins of 
one segment of our client base, asset managers, and therefore impacted us. 


A discussion of market headwinds is not the purpose of our presentation. Today I am excited 
to talk to you about opportunities in the market and what we are going to do to capitalise on 
those. 


Our market research confirms that buyers in all segments of our client base view independent 
market research as critical to making investment conclusions. In this presentation we will go 
through our four-point self-help plan to navigate market challenges and grow the business. I 
will share our first point of the plan, which is to develop a more intelligent organisation 
through a divisional restructure, resulting in cost reduction but more importantly the 
headroom to reinvest in growth. Chris will share with you our second and third points, which 
are our market research and how we are positioning ourselves to win. I will then conclude 
with our fourth point, which is our long-term, 3.0 product development strategy. 


Before I delve into the plan, I would like to explain one concept which we will use throughout: 
book of business (BOB). As Andrew mentioned, when we sell or renew a subscription we 
have the signed client commitment and the money at the start but we earn the subscription 
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out into revenue over its term. Therefore, revenue reflects sales we made up to a year or 
more ago. Book of business is the aggregate of annual value of all our subscriptions and 
therefore reflects what is likely to earn out in the future. Therefore BOB is a forward indicator 
and revenue is a lagging one. 


The Investment Research Division has two distinct brands 


Our Investment Research Division has two distinct brands: BCA Research and NDR. 
BCA Research exists to shape your conviction. We have a team of more than 60 research 
strategists committed to attain a daily non-consensus debate as part of their collaborative and 
fact-based process using over 200,000 data series to create original macro insights that lead 
to market actions. Multi-asset clients use our research to determine their asset allocation. 
Stock pickers use us to help them shape the conviction in their trades. 


In addition to consuming our published research, interacting directly with our strategists is an 
important part of how we have been shaping our clients’ convictions for the past 70 years. 
NDR helps clients see the signals, avoid mistakes. At NDR, we start with tens of thousands of 
data series which we analyse first through macro and fundamental lenses and then layer on 
dimensions of timing along with technical, sentiment and historical analysis to create powerful 
proprietary indicators. This multi-style approach helps our experienced strategists to build 
market-leading proprietary models. For the past 40 years, clients have benefited from NDR. 
It helps them stay on the right side of major market moves. 


IRD fast facts 


The book of business for BCA Research and NDR is about $100 million, representing around 
22% share of the total independent investment macro research market size. We have a 
diverse client base of asset managers, asset owners, wealth managers, hedge funds and 
family offices and 230 skilled and dedicated colleagues in 12 offices around the world. 


BCA Research and NDR: Products at-a-glance 


Products at BCA Research are split into three major streams: macro research, platforms and 
analytics and training and conference. The biggest stream is macro research, where content 
is sold through 14 strategy services, either separately or in bundles. Products at NDR are 
split into four streams: insights, tools, solutions and conferences. Insights is the largest 
revenue-generating stream but solutions is already a 3.0 business and the fastest growing. 


BCA - Research Book of Business and Clients 

BCA Research BOB is split approximately equally between Americas and the rest of the world 
and our more than 2,000 clients are evenly spread between large and medium-size clients. 
NDR - Book of Business and Clients 


Today NDR is predominantly a North American-focused business. Its BOB is evenly split 
between institutional and wealth management clients, a fast-growing segment and the split of 
client size is similar to that of BCA Research. 


A Smarter Structure: two brands, one infrastructure 


Our first point in our four-point self-help strategy is to create a smarter organisation. We 
restructured the division to share infrastructure between BCA Research and NDR. Our 
businesses now share marketing, finance, sales operations and technology. However, each 
brand maintains its own research and sales capabilities. We have invested in hiring an 
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experienced senior IRD leadership team capable of turning around and growing our 
businesses. Both companies have world-class investment strategists and analysts. 


Now I would like to hand over to Chris to discuss our second and third points, which are our 
market research and our immediate plan. After that, I will discuss our fourth point, which is 
our longer-term product development plan. Chris, over to you. 


Map the Market 


Chris Ciompi: Thank you. Hello everyone and thank you Bashar. I am excited to be on the 
senior team that you brought together as part of the investment in turning around our 
businesses. What I would like to discuss with everyone today is how we have invested in 
mapping the market and also professionalising marketing and sales. 


Overall research market pace of decline is slowing 


Let us start with mapping the market. Part of the story that you see here you will already 
know. The overall market size for investment research is shrinking, which the graph on the 
left of the page shows. However, there are some new items to discuss here. First, the pace 
of the decline is slowing. Second, it is the sell-side providers of research who will be harder 
hit than the independent providers and third, this overall market view does not split out the 
difference between vote and subscription. 


Let’s talk about vote for just a minute. Vote is a payment mechanism used by some large 
asset managers to pay for investment research. Those firms decide a research budget and 
apportion that budget between research providers in proportion to the votes from research 
users within those organisations. We are seeing a different pace of decline in our vote and 
our non-vote subscription books of business and both BCA Research and NDR are very tilted 
towards non-vote subscriptions. This detail is very important. 


Subscription books are >93% of our business and are performing better than Vote 


Let’s talk about the books of business and split them apart. In this chart the vote BOBs are 
represented by the dotted lines and the right-hand Y-axis while the solid lines represent the 
non-vote subscription BOBs and the left-hand Y-axis. Dark blue represents BCA research and 
blue-grey represents NDR. Note that the vote axis runs from $2-9 million, whereas the 
non-vote subscription axis goes from $20-90 million. As you will see, the rate of decline for 
vote is much steeper than the non-vote subscription. Fortunately, vote revenue represents 
less than 7% of the total. The sharp decline in vote has hurt us but it does have a floor 
somewhere between zero and where we are today. 


Diagnosis of the market 


Let’s just lay out a quick diagnosis of what we are seeing. I did just mention the first two 
points on this page but a good diagnosis comes with at least a hint of what to do about it. We 
believe there is an opportunity to grow our business by taking share from the sell side, fully 
differentiating ourselves from other independent providers and investing in the market growth 
in Asia, where we can capitalise on BCA Research's leader status to win there. I do want to 
be very clear: my overall message is I am not talking about defending; I am talking about 
winning. So, let’s talk about winning. 
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76% of the market believes sell-side macro is not a substitute for independent 
macro 

First let us focus on winning versus the sell side. In our research, we wanted to key into what 
our competitive advantage is versus the sell side. Note here that you will see 76% of the 
market believes that sell-side macro is not a substitute for independent macro. More than 
three quarters of the market believe independent macro research cannot be substituted with 
sell-side research. This level of non-substitutability is a truth across the world and highlights 
a major competitive advantage for us. 


Additionally, 23% of that remaining 24% of the market believes that independent macro is a 
complement to sell-side macro. That news is also very good because selling as a complement 
is a very implementable go-to-market strategy. Only that last little sliver of 1% of the 
market is non-addressable by us. 


There is room for BCA Research and NDR to steal share from competitors 


So, how will we win versus these other independent providers? Our product must appeal to 
what buyers want and what they value. So, first I want to go through what you will see here: 
it is that BCA Research and NDR have 16% and 6% market share respectively. BCA Research 
has the most share of any independent in the market. You will also see that the rest of the 
market is quite fragmented. Not all competitors' logos appear here but the ones that do are 
our largest. 


So, as I said, our product must appeal to what buyers want, what they value. We 
commissioned EY earlier this year to conduct research on this and the results show that 
content quality is the number one factor in the buying decision. Both BCA Research and NDR 
produce high-quality products that the market sees as a competitive advantage. 


We also see strong competitive advantage and differentiation for BCA Research in depth of 
analysis and coverage. What is already working for us is what is hardest to get right, and 
that is having a high-quality product. We believe what is not working for us we can fix with 
some simple solves, such as formatting our research to ensure our actionable calls and 
recommendations are easy to find in each report and online. 


Opportunity: the IR market is predicted to grow 2-3% annually through 2023 


In addition to taking share, we will benefit from the fact that the market for independent 
research is growing. Remember that though the overall research market is shrinking, it is the 
sell side that is the main driver of that decline. What you see here are more results from the 
work we did with EY. Most buyers in the market expect to spend more in each year through 
2023 and only 16% of buyers in the market expect to spend less. This distribution will net 
out to a forecast of 2-3% growth annually through 2023. 


The majority of buyers believe independent research is critical 


Additionally, our work with EY shows us that buyers believe independent research is critical to 
their investment process. Take a look at the chart on the top of this page. More than half of 
the buyers believe independent macro research is critical or extremely critical. Our products 
are integrated into the work of investment decision-making for our market. 


Now take a look at the chart on the bottom of this page. 76% of buyers purchase 
independent research from three or more providers, which opens up the door for us to be 
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winners in not just one of those spots, but in two, since, as Bashar laid out for you, we go to 
market with two very distinct and complementary brands, value propositions and product 
sets. Winning in our market is not about winning the only spot available; it is about winning 
one or two of the many spots available. 


Subscription renewal rates have remained reasonably firm 


So, I have told you a bit about what we have learned from our research. Now let me tell you 
about what we have done and plan to do as we professionalise marketing and sales. As you 
can see, our renewal rates have remained reasonably firm, and if anything, have 
strengthened a bit since MiFID II was introduced. This means that those who know us best, 
our clients, they value us as much as ever. Where we have been challenged is in selling to 
new customers. 


BCA Research didn’t gain from recent market volatility, implying internal issue 


So let us turn to new business sales. At both BCA Research and NDR we see a historical 
correlation between market volatility, represented here by the VIX and new business sales. 
This correlation does make intuitive sense, considering that in times of market volatility, the 
need for discussion, advice and recommended courses of action will likely increase. 


For BCA Research, you will see in the chart on the left the correlation between new sales and 
market volatility broke in the most recent spike in the VIX, while the correlation held at NDR, 
which you can see in the chart on the right of this page. What this analysis helps to confirm 
is that there is a new sales issue at BCA Research. 


BCA's problem is the number of new sales, not the average price per sale 


When we determined our decline in revenue was a new sales issue, we had an important 
follow-on question to answer: what is the primary driver, price or quantity? So the chart on 
this page is 12 years of data, and I know that it is complex but let’s talk through it. The blue 
columns are the quantity of new business sales per month and the green solid line is the 
average price of deal for each month. Let’s look at the green line for average price first. 


This line is keyed to the Y-axis on the right and note that the average price per sale over the 
last 12 years is $20,000. Also note that in recent times, during BCA Research's revenue 
decline, that the monthly average price per sale has been both above $20,000 and below. 
This is just the kind of behaviour we would expect the data to exhibit, sometimes above the 
average, sometimes below. 


Okay, now let’s look at the blue bars. These represent the number of new sales per month 
and are keyed to the Y-axis on the left. So the average number of new sales per month over 
the last 12 years is 45. Now come back to recent times and look at the red box on the right 
of the chart. BCA Research has been above that 12-year average zero times since the 
beginning of 2018. Zero times. Therefore, the driver of the decline in revenue is quantity of 
new sales, not average price. I will say that again: it is not price, it is quantity of new sales. 


BCA Research is professionalising sales and marketing processes and systems 


So let’s get to what the new senior leadership team at BCA Research is doing to 
professionalise marketing and sales. What you see on this slide on the left is the basic 
buyer's decision journey which will help us structure our discussion. Over the last years our 
team has worked to have a clearly-defined brand, an integrated marketing strategy, a new 
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website and a new commercial strategy which includes contractual auto-renewal for all of our 
clients. By the end of 2019, we will expand what is working in advertising and marketing and 
we will spend all the time we used to spend chasing renewals on servicing our clients and 
ensuring we are keeping our bar for content quality very high. 


Defining brand strategy and rebranding in market to highlight differentiation 


Let’s turn to talking about differentiating ourselves in the market through brand. We went 
through an internal exercise that included 75 one-on-one interviews to define our brands. We 
use the same framework that Procter & Gamble does. We answered three questions for each 
brand. 


A. Why does the brand exist? 


B. If the brand were a person and you met him or her in a meeting, how would you 
describe him or her? Finally, 


C. What differentiates the brand and its products in the market? 


The answers to those questions fill in the top three slices of the pyramid on the left and then 
inform all of the creative you would see or hear in the market. Our new taglines embody why 
we exist and our new visuals, which will debut later this year, will key off who we are and how 
we are different. 


BCA Research's old website was outdated in terms of tech and look/feel 


So, BCA Research's old website was outdated in look and feel but also in terms of technology. 
The company did not fully leverage the site as a tool for lead generation to drive sales. The 
site was not optimised to drive organic search results and previews of our content were not 
readily available. The tech did not tell us anything about what site visitors read most often or 
most deeply. We knew what site visitors told us they liked when we did satisfaction surveys, 
but we did not know if what site visitors told us and how site visitors behaved were one and 
the same. 


This kind of insight is an essential tool for modern marketing. Bottom line: in the buyer 
decision journey we did not fully think of the site as a key tool to drive consideration to 
purchase our research. 


BCA Research's new website is contemporary and has advanced tech 


BCA Research's new website, which went live in early June, has an updated look and feel and 
advanced technology to advance the customer and prospect experience. You will see here 
that our new Shape Your Conviction positioning is live on the site and we will layer on our 
new visuals later this year. In terms of advanced tech, we are optimising for search, 
providing previews of content as landing pages to drive lead generation and ensuring we are 
learning from what our site visitors are valuing most about the site. What are they visiting? 
For how long are they visiting? How far down the page do they read? When do they leave 
our site and where do they go? Having answers to these questions will help us to 
continuously improve the site experience for our clients and our prospects. 


While these advances in technology may seem obvious, they are not something we previously 
had in place. We are excited to have these capabilities moving forward. 
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Awareness and lead generation at BCA Research and NDR leverage PR and 
advertising 

With that in mind, we are also excited to drive people to the new website. So we do this by 
generating awareness via public relations and cultivating consideration via multi-tactic 
marketing which generates leads for sales. Before November 2018 we did not have a formal 
awareness-building strategy. On the left of this page you will see that we now place our 
brands and strategists in front of millions of eyeballs on business television networks and in 
the largest global financial publications in the world. On the right of this page you will see our 
lead generation efforts have increased leads provided to sales dramatically versus last year. 
We now produce over 1,000 qualified leads per month for our sales team compared with 
almost none a year ago. We are excited to see those begin to close and drive new business 
for our brands. 


At BCA Research we began our sales transformation in the Americas, where our BOB is the 
largest. This transformation has included but is not limited to an investment in sales 
leadership, including hiring Jon Kayne as Head of Sales for the Americas and EMEA in 
June 2018, a structural separation of commercial sales and account management, a talent 
recruiting and hiring strategy to ensure we have the right people in place to drive growth and 
an incentive plan that aligns to the new structure. 


BCA Research Americas Subscription new sales improving 


As a result, we have seen our three-month rolling average new subscription sales go from 
$175,000 per month to over $300,000 per month in the Americas in less than a year. We 
take this as a strong sign that the changes we are making to professionalise marketing and 
sales are moving us in the right direction. 


I have focused much of my attention here on BCA Research because it is the larger business. 
However, I do want to highlight that the move in the right direction is actually more advanced 
at NDR. I am going to turn it back over to Bashar to talk about that through the lens of 
product innovation and our push to becoming a 3.0 business. Bashar. 


Innovating and Developing 3.0 Products 


Bashar AL-Rehany: Thank you Chris. Let us get into our discussion of innovating and 
developing 3.0 products for our customers. To position ourselves for longer-term sustained 
growth we have held multiple product innovation workshops focusing on developing 3.0 
products and we have done market research about which 3.0 products our customers want. 
Therefore, at BCA Research, we are in the process of developing several new products and 
expect to launch some over the next 12 months, such as self-service purchasing, dynamic 
and interactive charting, e-learning, unbundled macro-quant indicators and more. 


Back to Growth 


At NDR, the progress to growth is going well. A contributing factor is that NDR has a 
substantial part of its business - nearly half - in the fast-growing US wealth management 
segment. Additionally, we are investing in sales talent at NDR, including welcoming a new 
global head of sales in April 2019 and adding experienced sales staff in New York and London. 


NDR is moving into providing indices for investment vehicles such as ETFs 


We are also making progress in our 3.0 transformation at NDR. For example, we are 
partnering to use NDR's intellectual property to develop and drive model portfolios and indices 
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for exchange-traded funds, ETFs, where we get paid basis points on the assets under 
management. We are expanding our sales efforts in this area and seeking further ETF 
partners. 


I do want to call out the data represented by the bar and line on the right of this chart is only 
half a year's worth of revenue. Of course, comparing half a year's worth of revenue to 
full years may make the graph look as though this is a downward trend in this year. I can 
assure you that is not the case. 


Key takeaways 


We shared with you the challenges facing investment research and as a result of regulation 
and shifting market trends. Our four-point plan to get our Investment Research Division back 
to growth includes: creating a smarter organisation structure, which we have already done; 
mapping the market via extensive research, which we completed earlier this year; 
professionalising marketing and sales, which we are in the process of completing; and 
innovating and developing 3.0 products to sustain long-term growth. It will take time for all 
of this to feed through from the book of business into revenue, but we are confident about 
our plan and are encouraged by the results we have seen so far. We thank you for your time 
and now we will take questions. 


Q&A 


Annick Maas (Exane BNP Paribas): Good afternoon. My first question is on the vote 
revenues. So, if your clients are not giving you enough votes, does that not suggest that 
actually the other independent research that they are voting more for is probably better than 
yours? Is that not a quality sign? That is my first question. 


My second one is: you are showing, on slide number 29, the independent macro research is 
growing. Is that already including MiFID’s inclusion in the States? So if MiFID were to be 
introduced in the States, what would Independent Research grow at? 


My third one is: of the new deals that you are signing with new clients, are these the 
longer-tail clients or the big-sized accounts that you mentioned in your slides early on? 


Chris Ciompi: Sorry, could you say the third question again? 


Annick Maas: You have one slide, let me just find it: slide number 19, you make a split of 
your clients for BCA Research in terms of size. The new accounts that you are signing on, are 
these coming from bigger clients or smaller clients? Is it the longer tail that is signing up with 
you? 


Bashar AL-Rehany: Okay. On your first question about the vote and the reduction in the 
vote revenue, our clients who we have serviced for a very long time, those are the large asset 
managers, tell us that the vote reduction is across the board. We do not have any, obviously, 
details as to if they are carrying competitors or not. However, we are told by those Asset 
Management clients that the vote cuts is across the board and is impacting every research 
provider that they give us. That is what we have been told by our clients. What was the 
second question? 


Chris Ciompi: If MiFID II comes to the US, would that affect our growth projections? 
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Bashar AL-Rehany: I do not think it is going to affect our vote projections, the vote across 
the world. 


Chris Ciompi: Not vote, sorry. 


Bashar AL-Rehany: Sorry, the subscription growth. I do not think it is going to affect it in 
the sense that these clients that we service, the wealth managers, are already taking the 
subscription costs from their bottom line, so we have very few CSAs, commercial sharing 
agreements, in the States. The majority of the clients have already taken the cost of 
research from their bottom line. So I do not think there will be a major impact with MiFID 
like there was with EMEA. 


Chris Ciompi: The third was the mix of clients. Do you want me to answer that? 

Bashar AL-Rehany: Yeah, go on. 

Chris Ciompi: It is actually quite representative of what you see here. 

Bashar AL-Rehany: There has not been any shift of that representation, as you have seen. 
Chris Ciompi: That is right. 

Bashar AL-Rehany: We have noticed that they are very consistent. 


Alex Savvides (J O Hambro): Hi, just turning to slide 34 again, I just want to try and 
understand in a bit more detail what happened in 2016. Sales seemed to rise very rapidly 
and sort of peak and then fall off again very rapidly, then sort of where we got to in that 
chart. Is there a question that maybe there are fewer clients just willing to pay the price for 
the style of research provided and therefore does it sort of get back to price again? With that 
in mind, what sort of pricing options do you have on your menu and how has that changed; 
how will it change? Thanks. 


Chris Ciompi: I will take this one. Okay, so 2016 is your first question, right? So there was 
something special that happened in 2016, which was the introduction of some new digital 
products, which many of our customers did take up, did purchase. Before you take that as 
the answer, let me keep going because that was such a one-time event that we normalised 
for that in this data. However, the extra spike that you see here is that in the conversations 
of that uptake we also were able to upsell some of the other products that we traditionally 
had, some of the more legacy products. Does that answer your question? 


Alex Savvides: Yeah. 


Chris Ciompi: Okay. Your second question: 'Could it still be price?’ is what I wrote down? 
Okay, so there is something in what you are saying about well, maybe there are just fewer 
people who are willing to pay this price. What we are seeing is that that is not the driver in 
the decline of the number of new sales. We are seeing a different driver: a different, 
correlated driver which had more to do with how we were going to market with the sales 
team and how we were using coverage, so that is part of the plan in terms of restructuring. 


Then, in terms of pricing menu, good question. What I would say there is, where we are 
more advanced in the sales transformation in the Americas, we are seeking feedback from 
clients about that. Then we will take that in and see if any adjustments need to be made. 
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Alex Savvides: Does that mean there is a very static one price, sort of back to your long-run 
average? That does not seem right to me. There are many different clients - 


Chris Ciompi: Yeah. 


Alex Savvides: - seeking many different things, different scale in their development, 
different size, etc. So why has it evolved like that if it is like that? 


Chris Ciompi: Do you want me to keep going? 
Bashar AL-Rehany: Yeah, go on. 


Chris Ciompi: So, I would refer you back to this and say you are right. Especially at 
BCA Research, which is what we are talking about, there is a large menu of things that you 
could purchase from us and so you could have four strategies, you could have two, you could 
have all access, you could have 20 users, you could have 100 users. All of those things would 
factor into how we would price for that client. 


Bashar AL-Rehany: Three years ago we used the help of a specialist pricing consultant to 
come up with a pricing mechanism that is based on a lot of factors, as Chris was saying, the 
size of the accounts and so on, so it is a pretty scientific pricing model that we use. 


Melwin Mehta (Sterling Investments): When we say 'scientific’, does it mean ‘too 
complicated’? 


Bashar AL-Rehany: No, it is not complicated. But given the market that we service we need 
those segments in our pricing to make sure that the pricing is consistent across the board, so 
it is not complicated. 


Melwin Mehta: Sure. Bashar, where I was going with this question was, do our clients have 
a feeling of analysis paralysis, of going through so many options so that they are not making 
any decisions and hence not getting the business? 


Bashar AL-Rehany: No, we do not see that in the market, in our client feedback as to you 
have 14 or 15 services and that is kind of analysis paralysis. On the contrary, because we 
have those 14 or 15 services, we are very MiFID compliant and the clients can make a choice, 
depending on the asset class that they are involved in. They could compare depending on the 
geography that they want BCA to service them. They can pick and choose. So it is not 
paralysis analysis; we do not get that feedback. 


Chris Ciompi: No and I would say on the beginning of your question about scientific and too 
scientific, I think what you were saying, you tell me if I am wrong about this, is that the 
analysis to produce the pricing model was quite scientific. The output is very clear. 


Melwin Mehta: Sure. As clients are kind of going towards kind of choose-themselves, is the 
menu option like one of these West End, Mayfair restaurants, where I can never understand 
the dish and ask them to describe it to me? 


Chris Ciompi: We would be able to describe it. Is that what you are - 


Melwin Mehta: No, what I am saying is would the reader, would the chooser, would the 
subscription user be able to be very clear saying what he is buying at what price, or is it as 
complicated as a Mayfair menu? 


Chris Ciompi: No, it would be very clear. 
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Melwin Mehta: Right. Good. So if I can go to my real question now? 
Chris Ciompi: Hold on, I am still ticking off the last one here. 

Bashar AL-Rehany: I am sweating now. 

Melwin Mehta: If I could request you to go to slide 40, please. 

Chris Ciompi: 40, yes. 

Melwin Mehta: What is the dip in March 2019 about? 


Chris Ciompi: So, there is some seasonality to the business and also in terms of changes 
and bringing people on, in terms of staff, they have, obviously, different ramp-up periods. 
So, honestly, I think between those two things you will see some seasonality in terms of 
uptick because we can upsell to more people who are seeking renewals if the book is bigger 
at those times. Does that make sense? 


Melwin Mehta: Sure, yeah. My last question is: do we track how much our subscribers use 
us, in other words becoming our own villains? In terms of saying how much they pay for it but 
how much they use it? Do we track how useful we are and question ourselves before they 
question us? 


Chris Ciompi: Yes, that is a great question. So, the analytics I was talking about on the 
website were much more advanced once you were logged in. It is intuitive that that would be 
the case and we do look at data from that. 


Melwin Mehta: Thank you very much. 


Natasha Brilliant (Citi): Hi. You touched briefly on the Asian opportunity so I just 
wondered if you could elaborate a bit more around that. You talked about gaining more than 
your fair share, so how are you going to do that? And is there anything structurally that 
suggests the market is different to, say, the US? 


Bashar AL-Rehany: Yeah, we saw a trend, a shifting trend, in the assets that were going to 
the emerging markets, specifically Asia. It is our best-performing sector, between Asia, 
America and EMEA, and the growth was driven by our penetration in China, so there were a 
lot of assets [there]. We have major clients in China. What we have done is we have hired a 
scientist for China and we have hired three more people in account management but based in 
Hong Kong and one is based in Beijing to service and to grow that market. 


Adam Berlin (UBS): Good afternoon. I have three questions. The first question is can you 
give us an idea of all the BCA customers you have had who have had churned recently? 
Where do you think you are in penetration? How many customers are there out there who 
have never tried the product that you think you could reach into and how much revenue could 
that represent? 


The second question is on timing. Clearly the business has been in decline for a while. When 
do you think, if the strategy works, we as outside investors will see it come through in 
numbers, in terms of quarterly growth? 


The third question is: margins for this business, based on the reporting, seem pretty high. 
Can you deliver recovery and a return to kind of stable revenues with the current margin or 
will you need to invest in order to deliver that, particularly around higher-cost salespeople? 
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Bashar AL-Rehany: Do you want to take the first one on leads? 


Chris Ciompi: Yes, perfect. So, how penetrated? Let’s look at the data. Here we are. 
Okay, so I would take this as a starting point to say there is 78% of the market who are not 
current customers. So that feels good to me. Also what feels good to me is remember this is 
only the independent research market and we have talked about thinking about stealing share 
from the sell side because we are not seen as substitutable with their macro research, so I 
think there could be additional lift there. Then also think about the market is growing in 
terms of independent macro, so we should be able to take our fair share and hopefully a bit 
more. 


Bashar AL-Rehany: Are you talking about the leads, the number of leads that we have 
generated? 


Chris Ciompi: Yes. 
Bashar AL-Rehany: Yes. So that tells us. 


Chris Ciompi: You saw that story too. It is a different story today in terms of the number of 
leads that we are passing to sales and how qualified they are. I would say we are still in the 
quantity story of that journey and the next really interesting discussion to have with sales is, 
let’s get higher and higher quality ones through. 


Bashar AL-Rehany: Your second question is about how long it took us to start and to see 
new revenue growth. As the market shifted from kind of cyclical to structural problems with 
the cyclical issues, we have launched products. However, after the survey and the extensive 
market research that we have done, it is not a product issue. If there is anything that was 
kind of working well with our clients and resonating with the clients, it is the quality of the 
product. So, as part of that research, we shifted our concentration on what really needs 
improving, which is sales and marketing. As you can see in the plan, in our four-point 
self-help plan, we are confident that we are going to go to revenue growth. On the revenue 
growth, as we said, you have to go into the book of the business, the BOB and then it will 
show into the revenue, so it is going to take a while to show in the revenue. 


Chris Ciompi: The third question was about margins. Can we keep them high during this 
process? 


Bashar AL-Rehany: When you have Andrew Rashbass and Wendy Pallot, you have to keep 
them high. Yes we can. We have done it before and yes, we can. 


Simon Young (AXA): Hi. When you have conversations with clients where you lose 
business, why are you losing business? 


Chris Ciompi: Sorry, is that the only question? I am joking, I am just kidding. 
Simon Young: I like to ask one. 


Chris Ciompi: We do have a system in terms of getting what I would call closed-loop 
feedback and analysing why we would lose. Let us see if I can cite what is most often the 
reason. It would differ, I would say, maybe by brand, because they are not viewed. They are 
viewed as complementary and not actually as competitors in the market, I would say. With 
BCA Research, I wish I could tell you it is any one thing. The real answer is that it is just not 
usually a fit for that client, that we get to the last three and then the client or prospective 
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client, decides that they are more interested in something that is super-duper quantitative 
and that they can input into their system. Frankly, those pieces of input are influencing how 
we think about innovation. Does that make sense? 


Simon Young: I think I was also talking about the existing book of business. Why do you 
lose existing clients? That sounded to me to be prospective clients. 


Chris Ciompi: Yes, you are right. 


Bashar AL-Rehany: On the existing business we have a system that we talk to every 
customer that does not renew. I even talk to the large ones that do not renew. The major 
reason that we have is obviously budget, especially in the past two, three years. The second 
reason is, as Chris has said, that it does not fit with the investment decision-making. It is 
more I want a specific research there and BCA does not give them that specific research for 
their investment process. NDR is higher historically because, as we discussed, NDR is more 
of a 3.0 and more embedded in the client's working flow. 


Introduction to BoardEx 


Andrew Rashbass 
Chief Executive Officer 


Andrew Rashbass: There will be time for more general questions later on and also both 
Bashar and Chris will be available after the whole session, during drinks afterwards, so you 
can ask them questions then. Thank you very much. 


But anyway, what you saw there: remember I said there were three big numbers at 
Euromoney. You have just seen a big part of one of those numbers. We are now going to 
turn, in the next two, before the break and after the break, to the Pricing, Data and Market 
Intelligence content of the subscriptions number. We are going to start by talking about 
BoardEx. 


So, one of the pillars of our strategy, as you know, is active portfolio management. We do 
sell things sometimes but that also is buying things. One of the things we bought, because it 
is such a great 3.0 business, is BoardEx. Many of you have asked me and Wendy more about 
BoardEx so we wanted to bring Jeff along. Jeff ran BoardEx and The Deal when we bought it 
but, as I said, Jeff now runs a large part of our company, including BoardEx and The Deal. I 
am delighted that he has joined us and delighted that he is here to talk to you today. Jeff. 


BoardEx 


Jeff Davis 
CEO, Specialist Information Division 
Overview of BoardEx 


Thank you. Hi, I am Jeff Davis. Good afternoon. I wanted to tell you a little bit about 
BoardEx. The acquisition happened on 14t February, which got me out of spending a lot of 
money on Valentine's Day, so I appreciate that. With that, I came over to join Euromoney 
and now I am CEO of their Specialist Information Division, which is comprised of 17 different 
businesses. BoardEx and The Deal are just two of those. We also cover our businesses in the 
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legal, real asset finance, derivatives and insurance businesses, in addition to what I am going 
to go through today. 


I think the first thing I want to do is demystify what relationship mapping is, so there is going 
to be a little bit of a tutorial here. We are first going to talk about one of the premises of any 
good business and that is that relationships are the single most important asset that anybody 
has. 


Evolution of Relationship Management 


Let’s go back to the evolution of relationship management and how we used to manage our 
relationships; some of us still do. 


For the millennials in the room, this thing is called a Rolodex. A lot of us still have them. 
Your Rolodex would have your contacts in it and what would happen with those contacts, just 
like many of you who have advanced systems today, it is as good as the last time you 
updated it. However, within a firm, any firm, whether it is a bank or within a law firm, people 
would say, 'Do you know this person?’ They would walk down the hall, they would send you a 
memo and say, 'I am trying to get to this firm, do you know anybody there?’ and you would 
check your Rolodex, if you did not know them right off the hand and say, ‘Yeah, I probably 
dealt with this person two or three years ago.' 


So, over time, there came to be relationship management systems that were a bit more 
automated. Again, that relied on internal adoption as well as the accuracy of the information 
that was input but that was the CRM system. In 2017, Gartner Group said that CRM has 
grown to be $39 billion and will grow at 16% per year. That has now outpaced database 
management systems. So it is a big growth, again emphasising the importance of contacts as 
the single most important asset that you have. 


That is great, these are people you know - hopefully the information is up to date; you know 
who you know but do you know who your colleagues know? More importantly, how do you, 
your colleagues, your firm get to people you do not know? That is where BoardEx comes in. 
BoardEx is really the next evolution in relationship management. It will identify 
decision-makers that you want to get to, the most influential decision-makers in a firm and 
the path to get there. 


What Is Relationship Mapping? 


So that is relationship management; let us talk a little bit about relationship mapping. This is 
me, I know my employees, the people I work with, the contacts that I have personally or 
professionally and my alumni, whether that is alumni at my school or alumni at my college. I 
want to get over to this individual or organisation that I do not know, so this is a real-life 
example. 


So I know that everyone one of my employees and contacts and alumni have their 
employees’ contacts and alumni, so this web continues to grow and expand. So every point 
has their set of contacts as well. What BoardEx does is BoardEx will not only include 
information that you may have in your database of the most influential decision-makers that 
we have but also people on boards and senior management of publicly-traded companies and 
also portfolio companies. So we look at the different points of contact. 
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Now, I am still trying to get over to that organisation over there. So I am a banker in this 
instance, I am with investment bank X. I want to find out how to get to this chemical 
company in the Midwest. The reason I want to get there is that they are going from public to 
private and I want to try and get the engagement at that firm. The problem is I am a banker, 
I know the CFO, I know the general counsel, I know the CEO but they have put this decision 
in a group of decision-makers that sit on their board. I do not know any of the board 
members. I do not even know how to get to the board members. So I cast my net. In this 
case this investment bank that we had said, 'Let’s try BoardEx. Let us see if this thing really 
works.’ This is at the beginning of time, when we started BoardEx. So we wanted to get to 
the end target. 


We found out that one of our vice chairmen sitting in Sydney actually served at the Federal 
Reserve over an eight-year period with one of the board members who was on the Strategic 
Acquisition Committee of the Midwest Chemical Company. He said, ‘Yeah, not only do I 
know him, but we were like brothers. Our offices were right next to each other.’ So, we said, 
‘Would you make a call to him and intercede on our behalf and ask that they see us?’ And he 
said, ‘Absolutely.’ 


So, they called that board member, not only got to give the presentation, but won the 
mandate. So, this is the important thing. Think of any business development, any Know 
Your Client, any single aspect where you are trying to get to somebody you do not know. 
With Euromoney, one of the things we have added is pre-deal was we added 20 years of deal 
transaction history. So, you think I worked on this transaction with another banker, advisor, 
law firm; I may know somebody from that transaction. So, we added all the deal people who 
were involved in deal transactions. 


As you look at the different assets that exist really within the portfolio that I am managing, 
we have contacts in aviation, we have contacts within insurance and reinsurance, we have 
contacts within infrastructure finance. So, we are going to add all of those data points to the 
relationship types that BoardEx can serve you. 


BoardEx: Leader in Relationship Management 


What is the magic to BoardEx? So, we are the leader in relationship management. We now 
have 1.2 million contacts. Keep in mind this is a game of the most important influencing 
decision-makers. They are the ones who can get something done. We have 1 billion 
first-degree connections. That means I know this person or someone who knows this person 
well enough that they can intercede on my behalf. We have 19 years of history for BoardEx, 
20 with the transaction data that we have added from The Deal. We are covering PE firms 
now, and we cover 1.8 million organisational profiles. Our sources are press releases, 
announcements, public filings, IR websites, etc. We have 342 people in Chennai who 
fact-check every single piece of data that goes into the system, which is augmented and 
started with change detection software. So, over time, we have been able to automate that 
process. It throws up a trigger list and says there is a change, check this out. That 
researcher checks it out before it goes in the database. 


We have customers who will ask us, ‘Wait a minute.’ Cameron, our CTO and now the 
President of BoardEx, and I went to call on a client at a big law firm, and he said, ‘Where did 
you get my title Commander?’ We keep all the metadata that says where every source came 
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from. Cameron said, ‘I will get back to you.’ We went back, we checked; it was a New York 
Times article from several years prior that listed him and his military service and gave him 
the title, Commander. So, that is how exact this information is. 


Relationship Mapping Landscape 


How do we compare to the competitors? You probably see some of these names up here. 
Really, all but two do not have relationship mapping. So, there is no relationship mapping in 
the other services; and if you think about it, it is as good as the last information that was 
entered. Go ahead and check my LinkedIn profile. I would have said I am still at Barclays, 
but I actually think I updated it to say The Street. So, it may be that recent, but it certainly 
does not show anything now. And there are a number of banks and investment banks that do 
not let their executives put their information in by policy. 


So, we do not rely on screen scraping like our competitors do. We fact-check everything. 
The way we are going to win is it is quality, not volume; so, we know that the information 
that we put in is right and exact. And we are not cluttering it with tons of different 
decision-makers. I even had one firm look at our competitor and they said, ‘They have my 
sales rep in there.’ That is not a decision-maker for me. So, they may have more contacts, 
but they are not the decision-makers, and very limited ranking capabilities for our 
competitors who have it. 


Addressable Market of ~$280m - 85% Opportunity 


Let us talk about the size of the market. This is an independent study done by EY. They 
estimate the market at $280 million today. About 15% of the market is saturated, or 
penetrated I should say. So, what does that tell us? That tells us that the addressable 
opportunity is 85%. 85% of this market remains open. That is about $238 million-ish today 
that we can go after. The firms that are highlighted, or the types of firms that are 
highlighted, are the focus ones for us and where we are seeing the biggest gains right now. 


BoardEx: How we will win 


How do we win? There are really five points to that. I have talked about the gold standard, 
right. We are highly accurate. We win every time. If you want to use my competitor, I 
encourage you to do that. We are higher priced, we are better, we get the service because 
we are better. They will come back to us if they try the competitor. The collection process is 
one of the secret sauces that we have. How we do it, how we have combined automated 
processes with manual processes. We have intricate, proprietary algorithms. We developed 
those. So, we own the data, most important. We do not buy it from somebody; we own it. 
We do the collection process, automated and manual checks, and we have sophisticated 
algorithms that show us how to map and the degree of connections. So, they are ranking the 
individual factors, and weighting them and then giving a rank to how I can get to that person 
in the most expedient manner. 


We also now embedded in clients’ workflow. That is one of the things that is so cool about 
BoardEx. I love going in to see clients and they will say, ‘I just want to tell you something. 
You make my life easier.” And that is a direct quote: ‘You make me look good.’ And that 
means they turn to us every day as a source that they have to contact in order to do their 
job. That is what embedded in their workflow means: it is an essential part of their day. 
Joining Euromoney gave us a huge advantage. Some of my businesses are 2.0 organisations. 
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We can make them 3.0 organisations with the things that we do. Some of the collection of 
assets that you saw, that I said we are going to add as contact points and relationship types 
will go into the BoardEx service. We also will be able to take advantage of the geographic 
footprint and scale. So, while I have 375 people in total, 342 of which are fact-checkers, in 
Chennai, there was not any commercial business there. With our Hong Kong, and Singapore 
and China presence, we will be able to expand into Asia as well and take advantage of the 
scale in continental Europe. 


BoardEx Client Journey 
BoardEx Cloud 


So, this is a client’s journey. The majority of our clients use BoardEx as a web application or 
on their phone. You are going in to see a client. They suddenly tell you we got somebody 
else joining this meeting. It is a very senior person. It is a board member. You say let me 
check out their profile on BoardEx, and you can do that on your phone. These are a few of 
the use cases: 


e Business development; 
e Know your client; 

e Market analysis; 

e Search intelligence; 


e Competitive analysis - so what law firms are those I deals I talked about on BoardEx 
from The Deal, what deals did our competitors work on? Who were their contacts? 
Who did they work with? 


e Union of our data, the BoardEx data - we call that the foundation network - mixes 
with the client’s data 


So, you think about that. They own that data. We do not take that in and make that public 
to anybody else; but they own that data, and we map the two of those to show them how 
they can leverage even their own contacts with ours to get to an end point target or 
individual. 


Data Integration 


That second piece was important about mapping to a client’s contacts. Several firms have 
come to us and said - how many times have you guys heard this - ‘Our CRM system stinks. 
Nobody has updated it. It is old. People do not update their contacts.’ Part of the 
technology we use is Concordance. We actually have worked with firms to take their 
contacts, find out if there is a match with our data and then we update their CRM system to 
say where that person has been, what board they are on, what other company, what new role 
they have taken; and alerts come out every day of changes. We also take the data feeds, 
APIs, and we allow you to embed them in your own workflow, so you can use your own 
applications. 


Workflow Integration 


That takes us to the next step, and that can be integrating your data with our data, our data 
into your applications. We can fuel your CRM system. One of the things we just announced 
and are doing is we have a Salesforce app which is now on the Salesforce AppExchange. That 
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will be a great connection. We have a number of firms in beta right now testing out the 
Salesforce app. Think about that greater degree of connection if you can just seamlessly 
integrate your contacts and our contacts together in your CRM system. Right now, one of the 
other modules that we are offering is predictive analysis, or beta testing I should say. That 
is, we know that this board member left; what can we predict based upon where they have 
been; what they are going to do in the firm that they are; what kind of things can we look 
for? 


Business Intelligence 


BoardEx is also cited in a number of thought leadership studies. So, it is great. We give 
them permission to cite us. They get to use our data. We have a thought leadership team 
within Euromoney. We are going to not only be referred to as a source, but we are going to 
drive thought leadership. We have a number of engagements with third-party clients to do 
thought leadership, and we are going to do that as a primary source as well. 


BoardEx Pricing Structure: Enterprise License 


Our pricing structure is not very complicated. There are really four factors. I have three up 
here. There is one additional one. 


One is the solution. What am I getting? Am I getting just the cloud? Am I getting the phone 
app? Am I getting a data feed, which has a premium price to it, or am I going into predictive 
analysis modules? 


What is the scope? Is this just for wealth? Is this for asset management? Is this for the 
investment bank? Is this for the Americas or is this for Europe? So, we have the ability to do 
that or to go enterprise wide. It is always an enterprise license, though; we do not do seat 
licensing. 


What is your client tier? Are you an Am Law 10? Are you an Am Law 250? Are you a bulge 
bracket investment bank? So, based upon the relevant importance and size of your 
organisation, the pricing will change. 

The fourth factor is term. Do you want a one-, two- or three-year agreement? 

This is going to be repetitive, but our multiple-year agreements represent 46% of our 
revenue. When I first started, it was not anywhere close to that. So, those combine into 
future pricing and multiple-year terms. Our licensing can range from $7,500 at the very low 
end to almost seven digits. We are just beneath seven digits on our licensing for firms. 
BoardEx at a Glance 


These are some historic APIs: we have had 18% growth over the last three years; we have a 
29% operating margin. Check out the renewal rate: 96.5%, somewhat unheard of in our 
industry and we are pretty proud of that. We have an incredible account management team. 


We have 360 clients, and as I mentioned, 46% of our revenue is under multiple-year terms. 
How Euromoney Helps Drive BoardEx Growth 


Increased Penetration 


I have talked about it. We now get the new sectors that we have talked about. We have 
further reach into legal; Asset Management; aviation; insurance. Just think about the 
collection of assets that we have and our colleagues that we can work with and then our 
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footprint. We are actually going to invest in sales and marketing. It is kind of hard to 
believe, but that growth was largely based on two people: a hunter who was the head of sales 
in London and a salesperson in Wisconsin. When we joined Euromoney, I think we had three 
salespeople. We have doubled that, so we have six now. 


It takes about six months to a year to get somebody off the street up to speed. So, what we 
have decided instead is we have a number of folks who have been incredibly strong at 
developing their accounts internally, so, we are going to grow that new sales base from 
existing account managers who already have the knowledge, who are already developing 
their accounts, who can go out and sell hitting the ground running. 


Increased relevance through coverage 


We are going to increase our relevance through the coverage, as we talked about with the 
other assets at Euromoney, extending our relationship types to say, ‘I may know them from 
the aviation; I may know them from the trade show that I went to; I may know them because 
we sat on a panel together.’ We are going to drive thought leadership not only with our 
content, but also to be seen as thought leaders and people who can develop and do bespoke 
work. 


Workflow integration 


And we are going to continue our workflow evolution. There is a number of other CRM 
systems that we can work with. There is further Salesforce integrations and another 
evolution of tools that we could do with Salesforce. We are going to come out with a new set 
of APIs and tools. We have 1.2 million connections right now. As you can imagine, the size 
of that is growing, our ability to handle and pinpoint a more accurate, precise connection will 
evolve as we move along and add more contacts to that. We add about 130,000 contacts per 
year. And then we are going to look for efficiency improvements: more automation; more 
connection; an easier way for clients to integrate their contacts into our system. 


Summary 


So, we have talked a lot. I have talked a lot about the following points. We are a leader in 
relationship management; we have strong double-digit growth; the marriage with Euromoney 
will help us drive that growth; we have a number of strategic products that will continue our 
3.0 journey; there is a number of inorganic opportunities in addition to the organic ones that I 
have just talked about; and the market is highly underpenetrated. 


So, I'd like to take your questions now. 


Q&A 


Steve Liechti (Numis): Thanks. It is Steve Liechti from Numis. Thanks for that. Can you 
just give any feel for how many of your clients or how much of your sales is sort of 
cloud-based currently and how much is data-integrated and workflow integrated? My 
understanding or my perception would be sort of the cloud-based solution is sort of relatively 
2.0 and it is the other bits that are the 3.0. Correct me if I am wrong. 


Jeff Davis: Can I say you are wrong? 


Steve Liechti: Yes, most people do. 
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Jeff Davis: While they are cloud-based, it certainly does not make them 2.0. They are still 
integrated in the workflow. Do you have an application that you have to turn to every day to 
know what is going on? Do you have an application that says I have to do this executive 
search? I need to know where this person is. It has nothing to do with being embedded in 
your application. That is more about being embedded in your own applications, but we are 
embedded in your workflow because you have to turn to us to start that search. 


For example, big tech companies now have their own executive search presence in-house 
instead of outsourcing it. A number of them have now signed up with us. They always tell us 
BoardEx is the first stop they go to, to look for seasoned executives or board members. That 
goes kind of across the board with lawyers who are trying to do business development. So, I 
would argue it is great to be integrated into a tool. It is not necessary to be considered a 3.0 
organisation. We are embedded in your workflow, which is the goal of 3.0. The vast majority 
of customers are cloud customers. Data feeds continue to grow. I think there are 27 
different data feeds out there and 22 APIs. So, it is growing because people want to use us in 
their apps. We expect with the Salesforce AppExchange that that number will also continue 
to grow. 


Steve Liechti: Sorry, just to follow-up on that. You said the 27 and 22. How many 
customers have you got at the moment? 


Jeff Davis: 360 clients. 


Steve Liechti: If I took your $7,500 as your basic cloud-based tier, and if I got an API from 
you, what would I pay? 


Jeff Davis: So, that is the lowest price. We cover the non-profit and educational. So, we 
just wanted to give an indication of the lowest. The average fee is somewhere well north of 
that, about $43,000 in average license; and then it depends what your application is for the 
data feed. So, we have some quant funds that use us. They do not want the web solution. 
They only want a data feed, but it is a very limited range of license that they are getting. 
Again, I would have to price it out according to the metrics that I gave you. There is no real 
way to say. A data feed could have a huge range to it based upon those tiers, and geography 
and so forth. 


Steve Liechti: But is it fair to say that with your existing 360 customers, if you were only 
relatively modestly penetrated in the data feeds and APIs, you have got an in-built growth 
runway as you transfer to the API? Is that a fair statement? 


Jeff Davis: Yes, it is fair to say that. It is also we are a little bit of a Trojan horse. We 
started with a major consulting firm in their alumni relations department; and a year later, 
through account management, we now have an engagement that is multiples larger than that 
and we are with every engagement officer. So, we go in; sometimes we start off small and 
we expand greatly. We have investment banks that are now adding their wealth 
management arm. So, they have been customers for years and now what would it cost to get 
the wealth management team on here? Any other questions? 


Annick Maas: So, your top ten clients, how much do they make up in terms of revenues? 
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Jeff Davis: Good question. Do we know that one? I do not know that one. I know it is not 
that highly concentrated, but I will have to come back to you with that. I do not have that 
number right off the bat, because we do not disclose individual clients. 


Annick Maas: And the top ones, though, they are among those that have renewed all the 
time? 


Jeff Davis: Yes. I do cuts at top 10, 20, 50 and 100. They have been very consistent. We 
do annual price increases as well. 


Annick Maas: Thank you. 


Andrew Rashbass: Jeff, thank you very much. So, that gives you an example. As you saw, 
it is not a big business today, but it is growing really fast. It shows you the kind of business 
that we believe that we can add huge value to, but sometimes we have to start adding that 
value by buying a business in; and that is why active portfolio management is a pillar of our 
strategy. 


Andrew Rashbass 
Chief Executive Officer 


So, three big numbers at Euromoney; we are covering two of them today. Bashar and Chris 
covered a big part of the Asset Management content number. We saw an example before the 
break from Jeff of a 3.0 new business, but also one that had a good question in the break 
about is it not too small? Why would we buy something that is that small? And I think the 
answer is, apart from it being a 3.0 business and I hope you see why that is, it is also 
because although Jeff presented it very well as a business in its own right and I think that is 
incredibly important when we buy a business that it maintains its own accountability and 
focus on its own growth; the fact is that it is also a capability. What you also saw in what Jeff 
talked about is how by buying BoardEx, we add value to a significant number of assets that 
we already have; so that actually there is a multiplier effect in the value for us because, 
although it is a powerful, growing, interesting business in its own right, it also adds enormous 
value to our air finance business, our insurance business, the capital markets business that 
we have, etc. Those business that themselves are looking for their 3.0 avenues gain some of 
that 3.0 capability through having BoardEx as a kind of distribution route and a new kind of 
use case for their data. 


We move to perhaps our largest pure-play 3.0 business, and that is Fastmarkets. I know 
there is a lot of interest in this room and outside of this room in that business. Raju Daswani, 
who leads that business, is going to take you through it. It is an exciting story, and I think it 
sits very much at the heart of what we are trying to do at Euromoney. Raju is joined by 
some colleagues who he will introduce to you a bit later on. So, I am just going to hand over 
Raju to take you through Fastmarkets. 
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Fastmarkets and Platform Demo 
Raju Daswani 
CEO, Fastmarkets 


Thank you. So, thank you, Andrew, for the introduction and good afternoon. As Andrew said, 
my name is Raju Daswani. I am the CEO of Fastmarkets, and I am really pleased to be here 
today to be able to update you on the business that I run, which has been transformed really 
over the last few years, and that has been done through a very good plan, a very clear 
strategy and a resilient business model. I actually wanted to start by playing you a short 
video, about 1.5 minutes, because we get asked a lot by our customers, by the market, about 
the transformation and how we have done this; what do we stand for today as a business; 
who we are? So, we created this video to relay that information to them, and I thought it 
would be a good way to start the presentation. Thank you. 


So I started working for Metal Bulletin, now Fastmarkets, in 1995, and that of course predates 
the acquisition of our business by Euromoney that took place in 2006 through the purchase of 
Metal Bulleting PLC. And it is great to be at a company for 25 years where you see from day 
one that there is great opportunity here. Opportunity to really build a business which has 
such important value to the customers it serves through the data that it provides. The 
business absolutely was a B2B 1.0 business; a print and advertising business when I started. 
But even then, the price data which was core to our 3.0 operation today existed, and it did for 
100 years previously too. But it of course took investment and a clear plan to really drive the 
transformation of the organisation into a 3.0 business that it is today. And this was of course 
a fundamental part of Euromoney’s strategy that was put in place by Andrew Rashbass when 
he began in his role in 2015. 


We are proud that we have recruited an outstanding management team, some of whom are 
here today, and we are investing in our people and will continue to do so. For example, we 
are in the process of recruiting our first Chief Marketing Officer, and this will provide us the 
ability to integrate our marketing teams across the business, supported by a significant 
investment in the new cross-business sales and marketing stack that I will talk to you about 
later. 


Let me give you some insight into our markets, our price data, and how we segment our 
clients. So we provide proprietary price data for over 5,500 different products. I would point 
out that is a high number and that high total is due to the deep insights that we provide to 
each of the commodity markets we cover. So when Andrew heard that number, he [asked 
me], ‘There are not even that many commodities in the periodic table. How did you get to 
5,500?’ So I said, for example, if you take the ferrous scrap market, we have a number of 
different grades of recycled steel for a number of various regions, and in the US we would 
even go so far as pricing it by state. And of course, if it was lumber, we would also price it by 
dimensions. And as a result, a single market, like lumber or recycled steel, can quickly 
generate many, many prices for us to assess. And that is how we get to the 5,500 number. 


In each case, our customers receive a market price from us that is assessed by our global 
teams. Our price reporting operation is complemented by market commentary, forecasts, 
analytics and our events business. We need to always make sure that our customers and 
other stakeholders understand our core pricing process and how central it is to everything we 
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do. And again to do this, we created a video which I [also] want to share with you which 
talks about that pricing process. 


[VIDEO] 


Fastmarkets pricing process 


So, the prices that we provide have a range of uses. A key feature of being a 3.0 business, in 
our opinion, is not just to focus on customers, but actually to go one further and seek to solve 
their business problems and issues. For example, our customers will use our prices in trading 
contracts and then manage the risk of price volatility by using the same prices in their 
hedging contracts, too. I will come back to this subject later. This is clearly an opportunity 
for us to expand our business. Across multiple use cases, our 3.0 strategy has shifted our 
focus to selling our data directly to our customers rather than our prices being simply 
embedded in our publications or the stories we put and publish on our websites. We now 
charge for our data on the basis of the use our clients make of it and to reflect the significant 
investments that we have made in our pricing teams and processes to provide the market 
with robust, accurate and comprehensive data that they can use. 


How our information is used 


At the heart of our business are the prices that the industry relies on to allow them to enter 
into bilateral long-term agreements to sell or purchase commodities. For many of our 
markets, this is done on the basis of a floating, rather than a fixed, price, which is determined 
by an independent assessment produced by a PRA such as Fastmarkets. Let me give you an 
example to just bring that to life. 


If, for example, a large steel manufacturing plant needs to purchase 5,000 tons of high-grade 
iron ore to feed its production line it will look for certainty of supply by entering into a 
long-term supply agreement with a counterparty. In this particular case, that would be a 
miner or an intermediary trader. Given price volatility, both parties will be hesitant to enter 
into a fixed-price deal and be exposed to [adverse] movements in the market. They 
therefore agree the contract on a floating price, which will be set by taking a view of the 
market price for any specific delivery period. 


Fastmarkets publishes the industry benchmark for high-grade iron ore, and the two 
counterparties therefore agree to use this price [as an indicator of the market price] for the 
corresponding period to settle their contract. We are able to sell our information to both 
parties, and that data can be served by a feed directly into their back office, which drives 
their sales, procurement, as well as invoicing systems. 


To manage the risk of price volatility across the supply chain, the market usually adopts the 
same benchmark at each processing stage; and therefore, one PRA’s price typically becomes 
the industry benchmark for each traded commodity. Because a price is used across the entire 
supply chain, this increases the number of participants that rely on our price and also further 
embeds our service in the workflow of the markets we serve, making us a truly 3.0 business. 


Metals and Mining 


The way the markets work are very similar regardless of commodity - from raw material to 
finished product and the use of a price across that supply chain. In this slide, what I show 
you is the supply chain for steel and also for forest products, where you begin with a tree and 
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you take that tree down the route of either a pulp mill to manufacturer paper, or packaging 
products, or through a sawmill where you ultimately manufacturer wood products such as 
furniture [or lumber for housing]. There also is a closed loop here because what happens at 
the end of life, those products get recycled; and recycling of material and commodities is a 
very big market, as you all know, and we are very much the heart of pricing the recycled 
products, too, such as scrap metal, paper or cardboard - which is a very significant application 
for our prices. Of course, you cannot determine a robust price without understanding what is 
going on in a market, and we sell the insight and news our pricing teams uncover to other 
departments within the same organisations that are receiving the data for their pricing. This 
helps our clients their markets better. As I have said now, we sell data and news very 
differently. 


The customers we serve 


We have 15,000 client organisations that we sell to, and these are dispersed across a number 
of key customer segments for us across our markets that we serve. In this slide, I have just 
tried to show that segmentation, and I would say the most important segment today in terms 
of sheer volume of customers is the producer and suppliers of the commodity. This could be 
a miner; it could be a steel, aluminium or other metal producer; it may be a pulp producer or 
a convertor of it into paper or board. 


Broadly speaking, these are companies that sell goods and services into the metal and forest 
product supply chain. We also sell to large- and small-scale buyers of commodities. These 
are companies that consume metal and paper products to produce finished B2B and B2C 
goods where metals or paper is a significant proportion of that good. A third important group 
are recyclers. I mentioned them already. They take the end-of-life goods or process scrap 
from manufacturing facilities to produce raw materials for metal and paper producers. The 
next group are financial services and trading firms. These users trade physical commodities 
or buy and sell financial instruments linked to the commodity markets that we cover. Our 
data can also be used for providing equity forecasts for earnings, and performance, and 
enabling M&A or corporate finance [in our sectors]. 


We have deep penetration across these supply chain segments with one relatively untapped 
opportunity, and that is the buyer segment. Buyers are those who turn a commodity into the 
products we typically see in the world, like Coca-Cola’s aluminium cans, Tesla’s car batteries, 
Amazon’s cardboard boxes and Starbucks’ disposable coffee cups. Although we sell to many 
of the heavy buyers in our markets, there also exists opportunities to increase penetration 
within this group as well as the medium-sized players. Let me try and illustrate the scale of 
this opportunity for you through another example. 


Let’s take steel again. If you take the total seaborne trade in iron ore, there are just four 
miners that account for [over] 70% of volume of that trade, just four; but think how many 
companies today in manufacturing use steel as a raw material for the finished products you 
use all around you, and that is a sheer, significant opportunity for us as a business. Along 
with financial services, the buyer segments also offers us the greatest opportunity to 
cross-sell across verticals such as metals and forest products. Consumer product companies, 
such as Ikea for example, will use large volumes of metal and wood in their manufacturing 
process for their furniture, as well as paper and board products for their packaging; so again, 
great opportunity for us to go out there and cross-sell our data. 
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Client use cases 


We have invested in analysing very carefully the use cases across our client base and also the 
segmentation and tiering of our customers. We have worked with the leading price advisory 
firm to create a rate card for our customers on this basis. The three clusters in this table 
shown in blue, green and turquoise on the left represent our various customer segments and 
determine the basis of our commercial data sale discussions. The use cases shown are the 
headings across the top of each column combined with the segment and size of each client, 
as well as, of course, the products and commodity groups they buy, generate a rate card 
price that we charge. 


The ticks and tildes within the table indicate the level of value derived by that client group. 
Clearly, two ticks meaning it is significant, one tick meaning it is high value and a tilde means 
there is some commercial value derived by this type of use by our prices. So, we have taken 
this, and we have developed the rate card for our data and our products using this approach, 
and are fully implementing this new rate card within our new CRM system as of 1% October 
2019. 


Revenue by Region 


You will see here the geographical spread of our 50,000 users in the 15,000 organisations 
that we sell to globally. Given our significant presence there, it is not surprising that 46% of 
our users sit in the Americas, mainly the USA. 21% of our customers are in Asia, including 
China, and the remainder in the EMEA region. 


Growth will continue to be driven through penetration of data 
sales Of course, you all know our growth has been driven through data sales, and this has 
been the key driver of growth for the last three years; and I wanted to provide you with some 
more insight here. Despite this focus on selling data and selling data licenses, we still have 
less than 5% of our customers migrated to data licenses across all of Fastmarkets. Again, to 
me and I hope to you, this indicates the size and scale of the opportunity that still exists. 


In particular, the biggest contributor to our sales of data has been what we term our global 
accounts. These are our largest accounts, largest multinational accounts, and we focused 
initially, of course, in metals where we took 160 of these largest customers, and to date we 
have converted a quarter of them into taking a data license in addition to their subscriptions 
to their products. 


Volume renewal rates amongst our global key accounts in metals is close to 100%, and of 
course value renewal rates, due to the strategy, are significantly higher. A significant 
proportion of our large sales are also multi-year deals with escalation rates built in, giving us 
very strong forward visibility of revenue. We have recently also started to implement our 
license strategy in forest products, and that, of course, is going to be another significant 
opportunity for us. 


Fastmarkets - in numbers 


Our strategy is really simple. It is to be a world-leading price reporting agency. And over 
these years, the organic and acquisition-based growth of Fastmarkets over the last four years 
has resulted in a stronger PRA business with a team of over 400 people operating out of 14 
global locations. We have invested in markets that matter to any global PRA, including China, 
the driver of so much change across so many commodities during this last 20-year period. In 
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financial year ‘18, our business generated just under £80 million of revenue at a 34% 
operating margin and exhibiting growth of 27% on the previous year. 


Of course, it is remarkable to be growing at these rates for a business that was founded in 
1874 and has been pricing commodities since 1882. In fact, our business remained largely 
unchanged for its first 125 years of its history; but over the last 20 years, change has been 
rapid and dramatic, starting with the shift from print to digital at the turn of the millennium, 
but accelerating over the past four years with our new PRA 3.0 strategy. The strategy 
focused on pricing, and our aim has been to increase the value of our pricing through 
investment in our systems, people, processes and also the applicability of our data to new use 
cases. To enhance our position as a global cross-commodity pricing business, we have 
acquired RISI, Random Lengths and Fastmarkets, from which we took the name for the whole 
business; and we have invested in developing new prices across our portfolio, for example, 
lithium, an important commodity for the electric vehicle market. 


We are working with exchanges to launch new hedging contracts to help customers manage 
their price risk. We work with the London Metal Exchange, the Chicago Mercantile Exchange 
or the CME, the Singapore Exchange or SGX as they are known, and NASDAQ, and currently 
have 14 live contracts with these exchanges. As the volume of transactions using these 
contracts builds, it will help us create an exciting future revenue stream for this business. We 
have also invested alongside this development in our price reporting technology systems, a 
critical element of achieving IOSCO assurance for our prices; and we also retooled our sales 
and marketing operation, including how we charge our customers to make sure that our 
relationship reflects our investment and the value that our prices deliver to them. 


Why PRAs are attractive 


Let me first speak to you about the PRA model and why it is such an attractive business and 
why Fastmarkets sits very much at the heart of Euromoney 3.0 strategy. The prices that we 
provide can be categorised in one of three ways: 


e Reference prices; 
e Physical benchmarks; 
e Financial benchmarks. 


It is the use case that determines which of these categories a price will fall into. The use case 
will be structured by the markets for the commodity concerned. As markets become more 
liquid and more sophisticated, customers seek to manage price volatility in their supply 
contracts in the ways I described earlier with my example of the steel mill buying iron ore. As 
the reliance on the price grows and the sophistication of the use case increases, so does the 
compliance requirements for price reporting. Typically, a price that is a financial benchmark 
and used in exchange-traded futures contracts needs the highest level of rigour and 
compliance. 


Strong financials and high barriers to entry 


For each of our financial benchmarks, we take the additional step of conducting an internal 
IOSCO audit for that price. IOSCO is the international body which sets the standard 
regulations relating to securities, but also for price reporting businesses where those prices 
are used as financial benchmarks. There are, of course, costs associated with compliance, 
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but IOSCO and other elements of our compliance framework does give us the benefit of 
creating a significant barrier to entry for new or smaller players in the marketplace. For 
example, the LME cited our implementation of IOSCO principles and our compliance levels as 
one of the several reasons that they chose us to provide the lithium price for a new contract 
to be listed on that exchange. And as I have already explained, the different sophistication of 
the use case is also a driver of our rate card structure for clients, which is at the heart of our 
approach of how we monetise our data. 


On the subject of barriers to entry, there are also barriers that we can talk about as well. 
Price reporting indeed has a substantial moat around it. The prices we produce are heavily 
embedded within our client workflows and across entire supply chains; and because the whole 
supply chain would typically trade around a single price, this creates a substantial barrier to 
entry. Compared to the days when all you needed was a notebook to record your pricing 
conversation and a webpage to publish on, as we move towards financial market adoption, 
the technology costs both for establishing prices in a way that can be audited and distributing 
these robust prices into clients’ back and front office systems creates further technology 
barriers for the business. Of course, markets are predicated on trust, our long history, our 
expertise in the markets, and our credibility and established market presence gives us a very 
strong and trusted position amongst our clients, which is an essential asset for any price 
reporting agency. 


As well as having this deep and wide moat, Fastmarkets has other attractive characteristics, 
too. The data has a low marginal cost to add new customers, which fits perfectly well into 
Euromoney’s strategic 3.0 create once, sell-many model. PRAs are also attractive due to the 
scalability of the business. PRA skillsets such as pricing know-how, operating models, 
technology, market expertise and relationships within the industries that we serve, [as well as 
with] financial exchanges, are relevant in multiple markets. This gives us many avenues for 
expansion into new verticals. 


Building blocks to achieve success as a PRA 


Identifying and serving customer needs are, of course, the key to success for any business 
and essential for Fastmarkets for us to achieve our goals of being the world’s leading PRA for 
the markets that we serve. To achieve this mission and execute our commercial plan to drive 
data sales, it was important to deliver four clear benefits for our customers. 


1. How we deliver our data, and you will see more of that in a moment with our 
demonstration. 


2. The demonstrable transparency, controls and rigor around our pricing process. If a 
customer is going to use us in millions of dollars of contracts, then they need to trust 
that data. 


3. The need to engage with the markets to evolve and develop our pricing to ensure that 
we have the relevant benchmarks that the market needs, wants and therefore will use 
in their contracts or in their workflows. 


4. The creation of risk-management products, which is a value-add for the customer 
through these derivative products, allowing them to manage their risk and these 
contracts being referred to against our prices, the same prices that they use for their 
physical contracts, which removes the basis risk of using two different prices. 
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So again, it is very important that the physical market converges with the financial market; 
and we should sit at the centre of that. All of this is possible when, of course, built on strong 
foundations, and those foundations to me, for our business, is about the strong and expert 
team that we have; the efficient, clever and scalable technology and infrastructure that we 
have that adds credibility to our business and our trusted reputation. Being a part of a large 
corporate and enjoying the best of both worlds model that we [philosophically] believe in at 
Euromoney is a major benefit to our business, too. 


Building and sustaining long-term growth 


Let’s talk about what we are doing going forward, and building sustainable and long-term 
growth. Well, our growth will be predicated on building the strong capabilities that here at 
Euromoney we know are essential to be a successful 3.0 business. These include scalable 
technology, great people, content distribution, price discovery, data sales capability and the 
expertise to integrate acquisitions effectively and quickly. We have also built a market 
engagement team with objectives to continuously receive feedback on our prices or the need 
for new prices as they emerge to ensure that we adapt quickly or react to these new market 
dynamics. This is important both to defend our existing benchmarks, but also to ensure first 
mover advantage for any new opportunities. We have more to do. That is clear. But in each 
of these areas on this slide, we have made significant progress over the last four years, 
underpinning and driving the growth that we are seeing today in this business. 


Key business growth drivers 


I want to highlight the future growth drivers for the business, too. Some of these have been 
covered already, but I would like to talk a little bit more about a couple of these initiatives. 
We will not have time to cover all of them. There is a lot of detail here. But I hope it bears 
out the opportunity that continues to exist at Fastmarkets for continued growth in our 
operations. Let me start at the top left quadrant at this grid. That is existing products to 
existing customers. 


A large part of our focus will continue to be around extending our data licence strategy across 
[many of] our 15,000 accounts at Fastmarkets. The data sales strategy remains at a 
relatively early stage, and there is considerable opportunity to drive growth through this 
channel over coming years. The investment in a new CRM that we began to roll out in May of 
this year will help drive this opportunity, as will the new rate card structure that I have 
shared with you. The new Fastmarkets platform we have launched this year will offer greater 
cross-sell opportunities once all our content has been migrated to the product, and we will 
give you more insight into the platform during the demonstration. 


Let me now talk about existing products to new customers, the top right quadrant of this grid. 
Within the supply chain that we have shown you, the greatest opportunity that we have is to 
extend our sales of our products into the buyer segment that I have already discussed with 
you; and this is where there exists a significant addressable market. This sector is already 
our fastest-growing segment both for forest as well as for our metal businesses. 


As for new products for existing customers, the bottom left quadrant, we will continue to work 
on developing new prices within existing markets. For example, our extended portfolio of 
battery-making raw materials - and it is not just lithium, it is also, cobalt and nickel - has 
been an extension to what we serve to our customers today. We will also look to augment 
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growth in existing markets through bolt-on acquisitions where they make sense. A great 
example of this was the purchase of Random Lengths. 


And finally, turning to the bottom right quadrant which is the opportunity to launch new 
products for new customers. We will do this either through acquisition or organically to enter 
into new verticals where there is a need for the role of a PRA to be introduced and where we 
can add value through using our expertise and existing infrastructure. 


Fastmarkets Platform 


In terms of investment, today we are already spending about 7% of our revenues on 
technology, and that is to develop and to enhance the new Fastmarkets Platform, our digital 
price assessment and database system which is called MiND, and our new best-in-class 
integrated sales and marketing system. Our new platform will ultimately house all our 
physical prices, news, exchange market data, as well as our research and analytics 
information. More on that to follow. 


New CRM investment 


So, let’s move on to talk about the next investment area, which is the early stages that we 
are of delivering a new sales and marketing stack which will also drive our commercial 
activities. Using the system, we will be able to use externally sourced client demographic, or 
actually a better term for this is firmographic data, that includes size, company industry, the 
business type; and all of this information will be fed in and will automate the classification of 
every customer that we have based on our segmentation and tiering approach to tie in with 
our rate cards. This will help us to prioritise our sales efforts and increase productivity and 
success within our sales teams. 


The system will also increase lead generation and conversion by enabling marketing to 
nurture leads, qualify them and route them to the right salesperson. This will be done via the 
investment in a marketing automation tool - Marketo is the [third-party] product name - 
from which all leads will be driven into our system. The opportunity will then be created in 
Salesforce, which will also provide a quotation-generating engine tied to the new rate card. 
An integrated contract will be generated using DocuSign, and that has also been built into the 
system. And finally, the system will allow permissioning of the product on the new 
Fastmarkets platform and allow the order to be fulfilled, though clearly it will be a significant 
change in the way our sales and marketing operation runs once the system is fully up and 
running. 


Growth opportunities for PRAs 


Turning back to the opportunity in pricing, and in particular developing exchange revenue 
streams. Once an exchange contract based on our price is in place, revenue will come from 
trading royalties as the exchanges are better to build traction and volumes for these new 
products. It does take time. A case in point is of you look at the most successful contract 
that the LME has listed today is the LME aluminium contract, and that was launched in 1987. 
It took ten years for that contract to gain enough traction and volume to be deemed as a 
successful contract. 


I am really confident that this is going to be an exciting opportunity for growth at Fastmarkets 
over the long term, as we have seen with other PRAs in more mature financialised markets 
such as oil and gas. Having the financial benchmark is really important, as it strengthens our 
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position in the physical markets and enhances our reputation, as well as really firms up the 
prevailing price point in the physical market as the Fastmarkets price. 


Fastmarkets at the heart of developing Financial Markets 


We have been able to establish these strong relationships with all the global exchanges that 
are involved both in metals and forestry; and the majority of new contracts awarded by 
exchanges over the last 18 months within the markets that we serve, so specifically around 
metals where all the new contract have been awarded, the majority of these were won by 
Fastmarkets; and that is a huge transformation [for us]. It certainly would not have been the 
case when I stood up here four years ago. I think we have put ourselves in that position to 
win in this particular space and market. 


The recent announcement by the LME that we have been successful winning the tender to 
develop the lithium benchmark, combined with the work we have done in the lithium market, 
has also placed us in a really strong position to be the benchmark both physically and 
financially in the future of this really exciting, rapidly growing market, which will be driven 
through the production of electric vehicles and the consumption of electric vehicles globally. 
Indeed, a quote was said that lithium will be the new oil. If that is the case, I think we have 
a very, very exciting opportunity ahead of us. 


The spotlight on Fastmarkets as a result of the LME announcement actually led almost 
immediately to more sales for us, and we had the phone ringing and we had data sales 
opportunities coming through; and I think that again shows the power of linking the financial 
market and what it does for our business on the physical side, too. So, it is exciting. It is 
exciting on exchanges. It is also exciting for us in the battery mineral space, and there are 
many other similar opportunities for us to go after in the coming months and years. I would 
also add that to win the LME tender, we actually beat off the challenge by all of the world’s 
other major PRA organisations in our space. 


Our Brand 


I hope that you have seen today that this business has moved a long, long way forward since 
the last investor day when I stood up here and spoke to you in 2016. Of course, one of the 
many differences in our business today is the new brand, Fastmarkets; and I thought I would 
just spend a couple of minutes to talk to you about this. In fact, we launched the brand just 
under a year ago right here on the London Stock Exchange Convention Centre a couple of 
floors below where I am standing today. 


We decided to use the brand from one of the acquisitions rather than invent a brand-new 
name. My colleague, Chris Ciompi, has already provided you with a really good overview of 
the framework and approach for defining what is brand strategy and what is the value of 
rebranding in a market to really highlight differentiation. I think he really summarised it 
perfectly well. For us, it was a really important step to take, given our expanding portfolio of 
cross-commodity businesses which needed this new global identity. 


These are some of the brands that we had. You can see it is what we call a brand soup; and 
what we did was take our brand, Fastmarkets, created through combining a number of these 
leading commodity information businesses, and this slide just shows all the major brands that 
we have today and how they sit under Fastmarkets. And really, today this is how we identify 
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- as Fastmarkets Forest Products and Fastmarkets Metals & Mining. And every brand needs 
to have a brand purposes and ours is very simple: we enable trading. 


Summary 


So, that takes me to my last slide. Before we move on to the demonstration of the new 
Fastmarkets platform, I would just like to recap to you again the eight key drivers that we will 
use to ensure that we have both sustainable growth and an exciting future. 


Firstly, only 5% of our clients have been converted, so there is plenty of runway for us to 
keep driving growth through the sale of data licences. 


Secondly, we will increase sales and get higher yields from subscribers as we launch new 
products, such as the Fastmarkets Platform, and we provide more and better workflow tools 
to solve our client problems and embed our data deeper into their processes. 


Thirdly, a new sales and marketing technology stack will accelerate our ability to migrate 
more customers into data licences, but also will help us to better cross-sell to our entire 
customer base, create a more structured rate card for our service, and all these factors 
combined will drive revenue as a result. 


Fourth, we will target sales into new segments like the buyer segments, and this is a 
significant and untapped market for us that will create a fantastic lever for growth in the 
coming months and years; and do not forget this is already our fastest-growing segment. 


Fifth, more acquisitions will enable us to scale into new and existing verticals. 


Sixth, new prices and products will continue to be developed to drive growth within existing 
markets that we serve. Lithium is a good example of this, but there are opportunities also to 
index more prices in Asia, to index more prices in the forest products space 


We will also continue to develop a portfolio of financial benchmarks for exchanges, which will 
support our sales of our physical benchmarks today, but also will sow the seeds for future 
revenue opportunities from exchange royalties in the future; 


Last but not least, we will continue to invest in our people, to invest in general employment 
engagement programs at Fastmarkets, but also to invest in a strong leadership team to 
reinforce our position as a world-leading PRA and ensure that we continue to deliver growth. 


So, with that, I think I am going to move on to our next segment. We are going to take 
questions at the end. You can now hear about our new platform and about our technology. 
Kevin Smith, who is our CTO, and Emma Goddard, Head of Product for the Fastmarkets 
Platform, will provide that insight into our Fastmarkets technology strategy, as well as take 
you through the demo of the product. Let me just introduce my two colleagues. 


Firstly, Kevin has been with the business for three years. He is the architect behind a number 
of the transformational technology projects taking place in the business today. Prior to 
joining us, he spent several years working for some of the major banks in their investment 
teams, but building front-office trading systems; and he also spent eight years at Microsoft 
where he received the coveted Bill Gates Circle of Excellence Award for the work that he did 
around innovations. 


Emma, will be doing the actual demonstration for you of the product; she is the Head of 
Product for the Fastmarkets Platform. She has been with us for eight years. I hired Emma as 
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our first dedicated Product Manager. She is responsible for ensuring that the customer gets 
the best experience for all our client-facing products; and she has really strong and deep 
expertise both here at Fastmarkets, but also during her prior 15 years when she worked 
across a range of B2B and B2C information product businesses. With that, Kevin, over to 
you. Thank you. 


Technology and the Fastmarkets Platform 
Kevin Smith 
CTO, Fastmarkets 
Emma Goddard 
Head of Product, Fastmarkets Platform 


Our journey from B2B 2.0 to B2B 3.0 


Kevin Smith: Thank you, Raju. Thank you, good afternoon. I am excited to be here this 
afternoon to talk to you about our new Fastmarkets platform. This is one of the major 
initiatives that we have in our digital transformation strategy that we have been driving over 
the last 2.5 or so years. 


At the start of our digital transformation, we had over 12 websites delivering our content to 
our customers. This is some of them we had, website soup like brand soup, you might say. 
The end user experience that our customers received was somewhat fragmented by this 
experience. Many of these websites came with acquisitions, and many of them experienced 
only limited systems integration. As a result, many of these websites serve up islands of data 
out of our data universe. What this means is that customers have to go to different websites 
to get different commodities data, so the user experience is not particularly great. 


It also lacks the ability for us to really bundle and segment our data, so that we could not 
monetise it in quite the way that we wanted to in line with our data strategy. Having 
personally spent the last ten years of my career building trading platforms at different 
investment banks, I think it is fairly clear to see that the end-user experience that this offers 
our customers had really good opportunity for improvement. 


This is our mission statement for the new Fastmarkets platform. It will be a best-in-class 
platform for the dissemination of all of our commodity data to all of our customers. It will 
help to support and enable our journey to becoming a world-leading price reporting agency. 


Fastmarkets platform and business alignment 


Looking at our Fastmarkets business, it spans metals, minerals and forest products 
commodity sectors. The way that we reason over our data, across these sectors is in four 
categories: 


e Proprietary prices; 
e News and editorial content; 
e Exchange market data that we redistribute; 


e Forecasts, analytics and industry data. 
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The Fastmarkets platform is aligned to these categories of data. At the foundation of the 
platform is a set of scalable, secure APIs on top of which we have layered four different 
delivery channels currently. These channels give our customers choices around how they 
receive our data and give us great opportunities to really deeply embed ourselves into their 
workflows. Ultimately, all of our data will be available via all of these channels, giving our 
customers the choices they need. 


Fastmarkets Platform 


I would like to give you an overview of these delivery channels just to start to really bring to 
life the platform. And to do this, it is worth understanding that the platform will give us the 
capabilities to more easily integrate new commodity sectors so we can scale with the business 
in the future, whether we introduce these organically or via future acquisitions. 


The first of these delivery channels is our desktop dashboard, and this is really our premium 
user experience for our customers. This type of user experience is usually only associated 
with the very largest of financial services institutions or organisations. As well as the desktop 
dashboard, we recognise the fact that some customers will not want to install a desktop 
application into their environments, maybe they are restricted. So, we also have a web 
browser version of exactly the same dashboard. 


We tried to be smart how we built this. We have a single shared code base for this platform. 
We have already released a beta version of the dashboard that you see, and that Emma will 
be demonstrating, to a number of our customers to really start to solicit feedback to help to 
inform how we build and extend the platform as we move forward. I would like to hand over 
now to my colleague, Emma, who is going to give you a demonstration of the platform. 


The Fastmarkets Platform Demonstration 


Emma Goddard: Thank you. Thank you, Kevin, and good afternoon. My name is Emma 
Goddard and I want to demonstrate to you how our new Fastmarkets Dashboard will provide 
our clients with more insight and the ability to integrate our data seamlessly into their 
workflow. Let’s use the example of an executive in a technology company who is in charge of 
their commodity risk management function and how she would use the Fastmarkets 
Dashboard. 


This is the desktop version of our new Dashboard and this is what our executive would see 
when launching the product. We have the flexibility to create standard screens designed by 
our market experts for a range of important client personas, for example our automotive risk 
manager. Here is one such screen, the automotive market overview. We could also create 
screens for other personas, for example a battery raw materials buyer, a packaging 
procurement manager or a base metals trader. 


In the example we are using, the Dashboard screen would reflect the extensive range of 
commodities the automotive risk manager deals with and needs to understand. This would 
include steel for body parts, aluminium which is growing in use due to the electric vehicles, 
copper for electrics; and related to this is the increasing interest in battery-making raw 
materials including lithium, cobalt and nickel. Key prices are highlighted with a snapshot view 
of recent price changes. The Dashboard also gives her the most recent market news on all 
those different commodities, evolving throughout the day with the most recent 
market-changing reports. 
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Now, she can use this template as a starting point to get to an overview of the markets that 
matter to understand volatility and manage risk, or she might want to make her own copy of 
this template. She can clone this template and customise it to her own needs to get to the 
information that is going to make her decisions data-driven and specific. Once she has made 
her own copy, she can then adjust the contents by either removing, editing or adding 
additional widgets. She might want to create a chart on her automotive workspace 
comparing different prices, or she may want to adjust the news so that it is more specific to 
her location. For example, she might be based in Germany, so she may want to filter the 
news to be only European news. 


Now, the beauty of our Dashboard is also the ability to have multiple views focused on 
different commodities, so our automotive risk manager is going to want workspaces on each 
of the commodities she needs to track. She is going to want to be able to open these in 
different screens so she can always be up to speed on all these key commodities, 
understanding any market change she is going to have to deal with. Each of these 
workspaces will be customised to exactly her needs with the pricing, charts and news that she 
needs to keep up to speed. 


She might need to change these. So, for example, on this table she might need to add more 
Chinese prices. This is filtered to lithium and China. I can see quite clearly there are four 
prices that have not been added to the table. We can then organise the table by location, 
bringing all the Chinese prices to the top of the list. She may want to also add an additional 
chart focused on European lithium. Even once she has set up a workspace, it is easy to 
expand and contract widgets to get a more detailed view on the days when needing to focus 
on that particular information, and she is going to want to take those numbers and drop them 
into our live spreadsheets tool, the Fastmarkets Excel Add-in, where she can carry on working 
with those numbers building out her models using her own data sets. 


Also, the way that we have built our Dashboard is using a code base that allows us to build 
several user experiences between the client and the products. The higher-end user 
experience I have been demonstrating, the Desktop Dashboard, is for the more sophisticated 
user, for example a trader. But the Dashboard is also available on the web and as an iPhone 
app. Coming down the line, we will be improving our client’s workflow even more by adding 
in custom tools for building cost models direct in the dashboard, as well as live exchange 
data, and forecast and analytics tools, so she cannot just see where these important 
commodities have been, but also where they are going next. 


And obviously, the dashboard will not just be doing this for the automotive risk manager; but 
given the commodity pricing, the market news, forecast and research information that 
Fastmarkets provides across metals, mining and forest products, by using our platform 
services to access this intelligence all in one easy to use set of services, we will be increasing 
confidence and making the workflow more efficient for traders, purchasing managers, sales 
and marketing executives, analysts and risk managers, as well as many other client personas 
across the supply chain. 


I hope I have given you a glimpse into the innovations we are leading at Fastmarkets, and 
now I would like to hand back to Kevin. 
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Technology Strategy 


Kevin Smith: Thanks, Emma. So, our technology strategy that we embarked upon almost 
two and a half years ago was to engineer a single platform that would meet the requirements 
of all of our customer personas. This allows us to focus our engineering efforts on building 
one very high-quality platform rather than 12 mediocre websites. Our platform recognises 
that we are a data business. It is a data platform, and that allows us to disseminate our data 
over different channels, but in a very consistent way, and this allows us to monetise our data 
in a way that we wish to for our business. We have made thoughtful choices on our 
technology. We are leveraging the latest cloud technologies, which has allowed us to develop 
a very sophisticated platform. The Fastmarkets platform is a modern, modular, microservice 
architecture that can be extended in the future as our business grows. Underpinning our 
strategy is our world-class engineering team and culture that we have built over the last 
two-and-a-half years. 


As we build the platform, we are really trying to put our customers at the centre of that 
development cycle. The way that we are building it, we are releasing functionality. We are 
testing that with customers, with clients; we are getting their feedback and we are using that 
to adjust our roadmap as we progress. As an example, before we wrote a single line of code 
on the dashboard that Emma demonstrated, we interviewed more than 40 customers globally, 
we walked them through our UI mock-ups, we tested our hypothesis on them, we gathered 
their feedback and we used that to adjust and tune what we were building. Our platform will 
lay the foundations for our future innovations, allowing us to deliver new capabilities faster. 


Fusion Mobile Experience 


The next delivery channel that I would like to briefly talk about is our new mobile experience. 
In this first version, this will deliver prices to our metals customers. The mobile app is a great 
example of our technology strategy working. We were able to build this application in 
approximately six weeks, and the reason we could do that was because all of the complexity 
is layered on top of the platform’s core capabilities. 


Excel Add-In 


The last delivery channel that I would like to talk to is our new Excel Add-in. This is the first 
part of the platform that we have actually launched. We have over 500 customers across 160 
organisations using it today. They have installed it and they use it regularly. The Add-in 
allows our customers to bring our live prices directly into Excel, into their workflows, into their 
calculations. Some of the scenarios that we will be releasing when this platform does go fully 
live is the ability, as Emma mentioned, to have an interaction between the dashboard and 
Excel. What I mean by that is imagine you can copy and paste from the dashboard and paste 
into Excel, but you're not pasting static values; this is actually a live, connected spreadsheet 
up to our back-end servers for quite sophisticated scenarios. 


Fastmarkets Roadmap 


As I mentioned, the first part of or platform has already been released. Other parts we are 
testing. We are doing beta testing with clients. We are gathering feedback from those clients 
and we are using that to adjust and tune our delivery. We expect to release the platform 
during Qi of 2020. This will be the full platform for our metals customers delivering prices 
and news to those customers. Throughout the rest of 2020, we will be gathering their 
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feedback and we will be adjusting based on that feedback. Towards the end of 2020, we 
expect to be bringing online our forest products customers using news and prices as well. By 
the beginning of 2021, we expect to have the first versions of our exchange market data 
product and also our forecast and analytics data online in the platform. As we progress into 
2021, we will continue to innovate and advance the capabilities of the platform. 


Customer Feedback 


Finally, I would like to share some of the great feedback that we have from our customers. 
As we have tested this platform with the customers, we have gathered feedback as we have 
gone, and overwhelmingly the feedback has been extremely positive from all of our 
customers; so, these are very exciting times for us. Raju. 


Raju Daswani: Thanks, Kevin, and thanks, Emma; and thank all of you for your patience for 
our long presentation. I appreciate that. I hope you can see truly from the investment we 
are making how we are really building for the future in this business and how this platform is 
definitely going to be one of our significant levers of growth for Fastmarkets over 
coming years. It adds value for our customers, and that is a fundamental part of our 
approach to how we are running this business; and it enables trading, which is, of course as I 
said, the whole purposes of what Fastmarkets does. 


So, with that, I would like to stop talking for time being and hand over the stage to you to ask 
any questions to myself or any members of my team. Thank you. 


Q&A 


Adam Berlin: Good afternoon. I have three questions, and thanks for the presentation. It 
was interesting. The first thing I just want to ask are there aggregators who provide these 
services for all the commodities in the world, or does every kind of trader have to buy a 
subscription to a different provider based on who the particular PRA is for that particular 
commodity? How does that work, and could you sell your data to an aggregator? 


The second question is, can you explain what is the difference between a subscription and a 
data licence and what the impact is on revenue when you convert a customer from a 
subscription to a data license? 


And the third question is just to help us think about the size of this, if you think about the 
most developed commodity markets, what proportion of the traded value would the PRA 
capture on an annual basis in terms of percentage, if you could help us think through that? 


Raju Daswani: Thanks. Let me answer each question in turn, starting with the first, 
aggregators of data. So, an aggregator is different to a PRA. Aggregators are, by their term, 
people who combine data into a different product set or through its product deliver [multiple 
third-party data sets] to a customer. As a high-quality [proprietary] data provider and with 
our customers’ best interests at heart, we will deliver that data to our customers any way 
they choose. So, we will absolutely work with aggregators. In this particular case, my 
definition of aggregator would be Bloomberg, Eikon, FactSet, Morningstar, any of these 
companies, all of whom we will sell and do sell our data through. So, we will allow all those 
aggregators to carry our information. When a customer wants to access our data on those 
platforms, they will be directed to our sales team who will have that conversation, and we will 
then put in place a data license or a contract for that service. And we will work with the 
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aggregator because clearly a customer may be used to using a Bloomberg terminal and wants 
the functionality [they can provide]; I hope that our new platform as a product is an option 
for people who want [advanced] product functionality [and workflow tools], and that is what 
we are aiming for; but right now, we will absolutely sell via aggregators. Does that answer 
your question? 


Question two was the difference between a subscription and the data license. Let me clarify 
that firstly everything we sell is a subscription. So, even a data license to a customer is a 
recurring revenue stream, and we sell it and treat it the same way we as would sell any 
subscription to any of our products. But when we talk migration to data licenses, all we are 
talking about is the sale of data specifically rather, than the product, which has traditionally 
been a website or other form of electronic product containing our data, news and insights. 


So, if we take the case of the platform, we could sell a subscription to the platform and then 
sell a license to the data that feeds and drives the platform. It doesn’t have to be limited to 
our prices. We could sell any data on that platform. For a subscription to a traditional 
[publishing] product, e.g. our website [or a print] magazine, use is limited by our terms and 
conditions with that individual. It certainly was impossible to [control] it when you 
[produced] a magazine, [i.e.] to stop people taking data and using it. In a subscription 
service to a website, we were able to put more controls in, and we [were able to] stipulate 
that the user can view the data, can access the data, but they cannot use the data off line in 
their own company systems [without a licence to do so]. You have seen the copyright terms 
and conditions on many products and services you use in your businesses. 


That is the difference. We are giving them the right to take that data off the system. We are 
also making it easier for them to access the data on the system. We will sell them that data 
through a feed; we will sell them that data through Bloomberg or Morningstar; and we will 
give them a license that allows them to use that data. What does the license do? It allows 
them to first use the data within their organisation, so we will price that license based on the 
size of the organisation, the amount of touchpoints between their users and our data. Those 
touchpoints may well be their sales team, their procurement team, it could be their audit 
teams who want to look at their contracts, their legal team who want to cross-check this, the 
finance team; so, there are a number of touchpoints, touchpoints that may not necessarily 
want a [news or web] subscription. They are not interested reading the industry news, but 
they need the data to allow that business, that company, that industry to function efficiently. 


So, that is what we sell. That is what a data license is, and that is how it differs to a 
subscription product and that is why we sell it differently and we have invested significantly in 
our data for all the reasons we talked about [during my presentation]. Therefore, we needed 
a different mechanism to charge for that data, too. That mechanism we chose is the license. 
Make sense? Okay. 


Your third question is a difficult one because you are saying from the overall traded market in 
commodities, for each of the commodities that we cover, how much of that trade happens on 
our numbers, correct? 


Adam Berlin: If we are trying to size the market, how much of the value can be captured by 
a PRA by being the provider of the pricing data? 
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Raju Daswani: Markets trade in so many ways. For example, a market may be completely 
spot driven, [i.e. al trades done on a spot market basis], in which case our role [of being used 
within a contract between the counterparties] is pretty limited because in each case you are 
negotiating on a bilateral basis with your counterparty for that material. There is no role for a 
PRA there. But the majority of commodities are not traded on spot basis. They are traded on 
long-term contracts. So, where you have long-term contracts, where is the other party for 
us? The role of the PRA becomes significant [here and the catalyst to use a PRA price is] 
when there is [increased] volatility in those markets. Let us go back to iron ore. I have used 
that example a few times. Between 1925 and 2000, the price of iron ore hardly moved. In 
real terms, it was probably between $14 and $20 a ton. You did not need to have a pricing 
mechanism [in such a situation]. You could have a long-term, fixed price contract for 
three years; and if you are Miner X, you can sell at $17, which over cost of production, the 
price does not move [significantly], we will stick with that [for the term of the agreement]. 
What happened in the early part of this millennium was China started buying all available iron 
ore from every single mine [which had available supply]. The big miners were sold out of 
their allocations. So the Chinese buyers had to move their purchases to smaller, marginal 
producers. 


Many of those marginal producers were in India and other places, but mainly India; and they 
started buying iron ore from the miners in Goa at ridiculous prices [above the long-term 
contract values of the larger miners in order to encourage supply from these higher cost 
producers]. It is a profitable trade for the Goan miners who were rubbing their hands and 
they were charging the Chinese up to $80 a ton for iron ore [over the 2005-2007 period]. 
The larger miners were sitting at long-term contracts at $14 (to $17) a ton. Imagine what 
they were thinking? This was a crazy solution, and their shareholders were probably kicking 
up a fuss. We would be sitting in a meeting like this and the miners would have had to 
explain they were selling their iron ore at $14 a ton. Asa result, these contracts could not 
continue to exist. They could not feasibly exist anymore with the market dynamics that have 
changed. That is where [PRAs] come in. They needed a mechanism through which to change 
how they contract, and that is where the role of the PRA becomes important. 


In response to your question, I do not have an exact number for how much of global trade is 
done on a PRA number, but I can tell you it is wherever you see market volatility, you see 
markets emerging. Lithium is a great example where lithium will become a heavily traded 
market. Volatility in prices will also drive that market - it did not do much for many, 
many years - suddenly the electric vehicle has changed the nature of that space. I would still 
say it is a small proportion of the overall world global commodity markets that have shifted to 
this mechanism. The opportunity is there, and as markets emerge, as new applications for 
materials and commodities emerge, those opportunities will begin to exist. 


[International] trade flows emerging is also important. International trade flows help that 
process, because if you have large volumes of commodities moving from large consolidated 
producers into markets, then there is an opportunity there as well for pricing mechanisms to 
exist. 


Sorry I did not completely answer your question with a number, but I hope I gave you a 
flavour for what the issue is. 
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Annick Maas: My first question is you mentioned that in matters in mining, you have 
upgraded 150 to 160 clients to licensing. How many more clients can you upgrade? Are we 
speaking 10, 50, 100, 200, and is the opportunity in numbers of clients the same in the 
forestry products? That is my first question. 


The second one is, could you run us through the different conditions a reference price needs 
to fulfil in order to become a benchmark price? 


Raju Daswani: Sorry, could you repeat that? 


Annick Maas: If you could run us through the conditions that a reference price has to fulfil in 
order to upgrade to the benchmark price. 


Thirdly, how many of the existing 150 clients that are signed up to licences are signed up, 
through licences through one benchmark price versus more than one benchmark, so more 
than one licence? Thank you. 


Raju Daswani: I think the first and the third question are related, so I will take them 
together. I said that we took 160 of our largest global accounts, and that is where we began 
the process of conversion from pure subscription-based accounts into selling data licences 
into these accounts. I said that we have converted about 25% of those customers into a data 
licence. 


I want to come to your third question, but what was the actual question? 
Annick Maas: You mentioned you have 15,000 clients or client accounts. 


Raju Daswani: The opportunity: as you said, we have 15,000 customers, and I have talked 
to you about the opportunity in the commodity markets that we cover: aluminium, copper, 
nickel, lead, tin, zinc, lithium. There are hundreds of companies that rely on these 
commodity as their single largest raw material for their manufacturing processes. That is the 
size of the opportunity. We have targeted the largest customers. We have approached them 
first because they have the biggest value generation, but there are many, many customers in 
that group. For example, the buyer market, where we have several hundred customers, and 
we have new opportunities too - not even existing customers. 


Right now, the way we are segmenting our business is to work through our files. We have 
what we call our largest accounts. We also have our mid-market accounts, and these are 
accounts that we are going through the process of engagement with our sales team, working 
through and seeing very healthy levels of conversion into data licences there. 


So, I would say the opportunity is to get significantly higher. I talked about 5% of our 
customers today have a data licence, and I think that growth will continue. 


Annick Maas: Let me just slightly change the question. Your top 150 customers within 
Fastmarkets, all the sorts of revenues that they spend with you, how much should they make 
up in percentage of revenues - subscription licence, everything included? 


Raju Daswani: Yes, I will give you some metrics. Let us say our top ten customers, I am 
going to start with that; I have this number in my head. The top ten customers account for 
5% of our revenues. Our top 150 customers are a significant share. 


Annick Maas: 50%? 
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70% or 20%? I suspect the big clients are upgraded to licence fees and they need you 
100%, but there is a very long tail of people that are signed up to Fastmarkets. 


Raju Daswani: I will answer your question. The top 150 is probably accounting for 
approximately 10% of our revenues - probably above 10% of our revenues. 


And then your question was do they sign up to the benchmarks? Yes, of course, because 
that's the whole basis of selling a data licence. They use a benchmark. A large company, if 
you are BHP or whoever you are, if you are a significant organisation you will be using several 
benchmarks. The benchmark is sold as a bundle of data. If you are using, for example, our 
aluminium benchmark, then we sell you our base metals data package. So, these buy the 
whole package that may include other benchmarks, but you have the right to use that data 
within that package. 


I can answer the last question for you outside. 


Andrew Rashbass: You have seen the great advantage of having someone of Raju's and his 
team's expertise. The downside is there is no such thing as a short answer, but Raju will be 
here after we wrap so you can ask him those detailed questions then. I am sorry we didn't 
have time for more questions now. 


We have been exploring, through the course of the last couple of hours, two of the big three 
numbers. Perhaps in a subsequent Capital Markets Day that you are running, we can do the 
third big number, which is the events number. I am going to ask Wendy to come up and just 
turn all of this back into wrapping it up and then presenting it back to you as what the 
investment proposition is. 


Summary and Investment Proposition 


Wendy Pallot 
Chief Financial Officer 


Thanks, Andrew. Good afternoon, you are almost there, you have almost made it to the end; 
I am the last speaker. I'm going to look very briefly at each of our segments, where we have 
come from over the last few years and then where we are going by recapping on what you've 
just heard today. 

Good revenue growth in PDMI 


Over the last few years we've seen some very good growth in the PDMI segment, both 
organically and, of course, through acquisition. We have a good margin, which you can see 
here, particularly given that through FY17 and FY18, in particular that they reflect the 
ongoing investment, which we are putting into that into that segment. 


Sustained growth in Fastmarkets 
Key takeaways 


Within the PDMI segment is Fastmarkets. You have heard from Raju today that: 
e Fastmarkets is a market-leading 3.0 business; 


e There are a large number of growth drivers for the business; 
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e And following our investment there, we can use those drivers to build on an excellent 
foundation of strong management, leading technology and the trusted reputation that 
we have as a PRA. 


BoardEx 


Also in PDMI is BoardEx, our most recent acquisition. Jeff told us about: 


e BoardEx being a leader in relationship mapping, another 3.0 business with significant 
market opportunity; 


e In particular, growth opportunities which can be accelerated by BoardEx being a part 
of the Euromoney Group. 


Asset Management 


Many of you here will be experts in Asset Management, so you are aware of the backdrop for 
this business. You can see here the revenue decline over the last three years which reflects 
that, but you can also see how we have managed at the same time to hold our margins 
throughout this period, particularly more recently through cost savings. 


Investment Research self-help 


Bashar spoke to you about the self-help plan that we have in Investment Research, 
particularly the extensive business and market analysis we have done, and our investment to 
professionalise sales and marketing, in a market which we believe has some potential to 
grow. 


Banking and Finance 


We did not have time today to look at Banking and Finance. Our smallest segment, as you 
can see here, makes up just 18% of our Group revenues, and this quick view shows you that 
we have relatively stable revenues and margins in that segment. 


Revenue growth acquired through M&A 


You have seen how our acquisitions have helped grow our segments, particularly PDMI. 
Acquisitions and disposals, as Andrew said, is a core pillar of our strategy. This page shows 
our everyday activity over the last three years. You can see the annualised revenues we have 
bought and sold, and the three-year CAGR of those revenues. 


Over this period, M&A has enabled us to swap out of businesses, where revenues were 
growing on average at 5%, and into businesses where revenues are growing on average at 
12%. In line with our strategy, we are recycling capital to improve the quality of our assets, 
to get us closer to 3.0 and improve the revenue generating capability of the business. 


Investment Case: Transition to 3.0 B2B Information Services 


Finally, our overarching investment case is the transition of our business to a 3.0 B2B 
Information Services company. Andrew showed how our strategy is to move to a better 
quality of revenue, one that is embedded in workflow, a solution-centric provision of essential 
information. 


You have heard from my colleagues today how we are investing to achieve that in our 
business: 
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e Within Fastmarkets, we have a fast-growing PRA with strong pricing power and good 
barriers to entry; 


e In Asset Management, we are making progress on our self-help programme; 
e We have talked about how we have improved the quality of our business through M&A; 


e As you I hope you all know already, we are highly cash generative; we have had over 
the last five years underlying cash conversion of around 100%; 


e We area low capital-intensive business; 


e We have M&A firepower, certainly with £41 million of cash at the end June and 
£240 million of committed bank facilities; 


e We have a progressive dividend policy. 


Summary 


I think it's fair to say over the last few years, certainly since the last Investor Day in 2016, 
Euromoney has been on a journey. We have a new Board with independent, non-executive 
directors; we are now obviously a fully independent FTSE 250 company with the benefits that 
brings. Most importantly, we have a clear strategy, which has stood the test of time and that 
we are making progress with. 


I want to thank you all for coming along today. There is a lot of interest in our story at the 
moment, and I think this full house here today is indicative of that. Before they start 
uncorking the wine bottles next door, we probably have a few minutes which we can add, and 
Andrew and I will take any additional questions that you might still have. Thank you. 


Q&A 


Andrew Rashbass: I will just introduce you to our Chairman, Leslie Van De Walle. Leslie 
joined us just a few months ago and is already making a huge difference, so now you know 
who to complain about me to. 


Alex Savvides: Can I go back to Fastmarkets? Can I ask Raju a question? Can I ask him 
four? 


Andrew Rashbass: We might not get through four, but you can ask. 


Alex Savvides: In a fully formed, fully liquid commodity market where you provide the 
reference price, can you just give us a rough idea of what percentage of your revenues might 
come from exchange royalties as opposed to subscription or data? 


Then from there, you have 14 going to 17 futures contracts, more than 5,500 prices that you 
look at. Give us a flavour for how many of the 5,500 could transition. 


The third one, you have a new tech platform, and a new and focused strategy. Could you 
reclaim a market that you should have won previously, where the reference price has now 
been lost? You have better technology, so I am thinking in the 62% iron ore price as an 
example. There is precedent in history. The life market, when they stayed open - outcry - 
lost a lot of volume when they did not embrace new technology, so I am just thinking about 
that. Can you reclaim any fully formed markets? 
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And the fourth is how you compete in M&A. Thank you. 
Raju Daswani: That is going to take some time but let me answer it very quickly, if I can. 


The first one, reference the price or percentage of revenues? Very minimal. It is too minimal 
to even make a blip on the numbers, because, as I said, we use the strategy of exchange 
prices today to support our other business, but it is the seeds for the future. These contracts 
have to take off and get traction and volume. 


Alex Savvides: The question is when they do take off, what percentage? In a fully formed 
market, say the oil price, what percentage might count, so where does the opportunity set in? 


Andrew Rashbass: What proportion of the revenue comes from exchange, Raju? 


Raju Daswani: I do not know but let me say by a successful contract - you mentioned a 
couple of contracts there - a successful contract could generate £2 million, £3 million, 
£4 million annually. But it would have to be very successful and would take a long time to 
get to that position. The number of contracts that succeed - also, it is not every contract you 
launch is going to be successful; it is a numbers game to some extent, and the set of 
conditions has to be right. Most importantly, the market has to want it and has to be willing 
to trade on it. I think there are a lot of question marks there, but it entrenches our position 
as the physical benchmark provider, and that is very, very valuable to us to drive our data 
sales. 


Question 2, out of the 5,500 prices, how many could get there? Again, it depends on drivers. 
The market, there has to be great volatility; there has to be dynamics that drive the need for 
financial benchmarks. For us, it is far more important to be at the heart of the financial or 
the physical benchmark, which goes to your next question which was can you win it back? 


Yes, the 62% is a great example, because we lost that particular benchmark to one of our 
major competitors back in 2008, and we stayed in that market for several years following 
that, waiting for that opportunity. Opportunities do come; they will not come by winning the 
62% back per se, potentially, but they can come through other commodity opportunities. We 
launched a high-grade, iron ore contract with SGX. That is becoming an increasingly 
important commodity in the iron ore space, mainly because it is cleaner environmentally for 
producing steel. Demand for 65 has gone up, and we have the benchmark there. 


Over time that may pick up more pace, and over time there may be another 62% regional 
number that we could use to displace the incumbent, but our view is there is more than one 
market to play for. Even if you are not in that first position, there is a great opportunity still 
for you as a business. 


I think the tech platform literally helps you there. It is not a market entrenchment, but once 
the price is embedded in those contracts throughout that supply chain, across the supply 
chain, it is very difficult to displace it, which is why this is a great business, why that is a 
great barrier to entry and why we want to keep winning physical benchmarks. 


Andrew Rashbass: We have time perhaps for a couple more questions. 


Steve Liechti: On Asset Management and the self-help there, you describe it as cyclically 
and structurally challenged, which by your definition puts it bottom left, which implies 
divestment or de-investment. 
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Andrew Rashbass: Disinvestment, yes. 
Steve Liechti: What do you think? 


Andrew Rashbass: I think people, when we first introduced our strategy, thought disinvest 
was just a spelling mistake for divest. It really is not; it really is about capital allocation. I 
think what you have heard is that there are areas of Asset Management that we are investing 
in, but clearly if we had just one dollar to spend, we are going to spend it in things that are 
more top right, and you have seen some examples of that. 


Bottom left, as I say, is more about capital allocation. One of the ways to do that is of course 
a divestment, but it is only one of the techniques and actually the least used of our 
techniques. The quadrant, you are right about it its positioning, because do not forget we do 
one, two, three. It is somewhere sort of not bottom-bottom left, but somewhere a little bit 
higher than that, but definitely it gets less investment. 


I think what Bashar and Chris and their colleagues know is that somewhat irrationally, where 
effectively all dollars should be fungible across the whole of Euromoney, what we actually do 
is to say you need to self-fund your investment, and that is what they have done a great job 
doing. Bashar talked about that, and you know that part of the self-help - was actually to cut 
in order to manage profit but also in order to create enough headroom to be able to reinvest. 
So, disinvest is an intentional word, not just a typo. 


Natasha Brilliant: We heard in the BoardEx presentation how that is becoming more 
integrated within Euromoney. Thinking about all of your assets, is there further opportunity 
to align some of the sales and marketing? I am thinking to big investment banks that you are 
selling some of your research into, are there opportunities there? How much are you doing at 
the moment, and what more could you do? 


Andrew Rashbass: When I arrived, we operated in 40 different businesses or something. 
We brought that into six divisions based around customers. Part of the thinking around that 
was to be able to do more cross-selling and definitely - although it is the one we did not talk 
about today very much - in Banking and Finance there is a lot more cross-selling that is going 
on across that area. 


Since Jeff has arrived and taken on a wide portfolio, we are beginning to see more of that, so 
definitely we are beginning to see opportunities. Bashar, it is only very recently - it might 
seem obvious to this crowd - that you would cross-sell between BCA Research and NDR. 
Actually, they actively competed with each other until very recently, so there are those 
opportunities within divisions. 


Beyond divisions, you have to think about buying centres. If you talk about HSBC, you can 
say HSBC spies a lot from us, but actually if we wanted to cross-sell, I suspect we would have 
to introduce the HSBC buyers to each other - in these big companies - or Citi would be an 
example. You could go and say this is what we sell to Citi, but the reality is different parts, 
different regions, etc. I think there is an opportunity. Actually, Chris has been talking to me 
a little bit about this. Do not tell Chris but I am a little bit sceptical, but Chris and others do 
think that there is an opportunity to do something broader across the Company. We are a 
data-driven company, we will give it a go and see what happens. 
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I think we are probably out of time. We are around and looking forward to hosting you for 
drinks. All of my colleagues are here and others. Do not forget we have the of the BoardEx 
demonstration. If you are not there, I do not know what that says about you, but if you are 
there, you can look up your profile and see who that links you to. 


I want to thank you for taking time to join us and thank my colleagues, who have taken time 
away from the frontline to prepare this information for you. Thank you very much. 


[END OF TRANSCRIPT] 


48 


